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How does this win sales for you?
The Rossotll packaging team
blands these and other sompo-
nents of merchandising-minded
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tion. It's a professional packsging team backed up by a‘total
markeling Ippronch And it is guided by s management uho
cares about you and your selling prohlnlm That's.

ern marketers of consumer goods know that Rossotti deliv,

Carsfully calculaled components
plus a prelly piclure actuate a
Rossotli package lo promots, to
convince and to sell. Tested legi-

bility, for instance. It makes for

surer package recognition and re-

call. Harmony ... when typography plea
attention to the thought, not the type.
in the use*ol color...with the appropriate juxiapo
brand and product identification for planned emph

BETTER MERCHANDISING THROUGH PACKABING.
[Call today for samples of pretty pictures plus?)
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BIG GAINS FOR MACARONI IN 1965

B 1G gains were chalked up for mac-

aroni in 1965, Contributions to the
National Macaroni Institute Indicate a
12% increase in the East, which ac-
counts for 40% of the nation's total
macaroni production; the Midwest,
which’ accounts for about 30% of out-
put, showed a 4% increase; the South,
accounting for about 20%, marked up a
7% gain; the West, representing 10% of
industry output, showed a 6% gain.
Total natlonal average was a gain of
8%, the best in several years.

The galn was not shared universally:
There were almost as many declines as
increases In the Midwest and Far West,
although the South and East showed a
greater number of increases. The pat-
tern was set by a good first quarter,
with potatoes short and meat prices
high, and plenty of publicity and related
{tem advertising for macaroni products.

Lots of Publicity

Macaroni publicity had major maga-
zine breaks in American Home, Better
Homes and Gardens, Family Circle,
House and Garden, Parents' Magazine,
Redbook, Sunset, Tan, Today's Health,
True Confessions and True Story. There
was Lenten advertising for macaroni
with related items in Ladies' Home
Journal, Govd Housekeeping, McCall's,
Famlly Circle, and Life Magazine. For
example, Contadina Tomalo Paste ad-
vertised a wide variety of sizes and
shapes with which their product would
go as “n general sauce.”

Newspaper stories publicized spa-
ghettl, macaronl and egg noodles every
month in the year in Sunday supple-
ments, syndicated columns, and general
background material sent to food edi-
tors in major markets.

In the last quarter of the year, pro-
tection against price advances in the
East nlso stimulated production.

Unusual Crop Year

1t was a most unusual year as far as
commodities were concerned. Durum
planting was late because of a cold, wet
spring. There were floods and tornados
In the Minneapolis milling area during
the Easter period, A good growing sea-
son produced a lush crop which was
ulwoys ten doys behind average and
created optimism among the millers
who booked heavily in August before
the rains come after Labor Day. Ten
weeks of rain halted harvest and sprout-
damaged 10,000,000 to 15,000,000 bushels
of the crop which was finally set at
68,860,000 bushels.

In October, 25,000 metric tons (918,000
bushels) of No. 3 or better Hard Amber

4

Durum was made avallable to India
under Public Law 480, The Durum In-
dustry Advisory Commillee was ex-
ploring whether or not it would be
possible to send sprout-damaged durum
to India or other food und feed deficit
areas so this nutritious food could be
utllized in means other than the mill-
grind. Sprouted durum does not make
a good macaroni product,

Durum exporis were up sharply com-
pared with the year previous, undoubt-
edly influenced by large Canadian sales
to China and Russia. Great Plains
Wheat, Inc. complained about the gov-
ernmental policy requiring shipment of
U. S. wheat in U. S. ships, saying that
50% of nothing was nothing.

General Mills Quits

General Mills shook the industry with
their announcement in June that they
were closing nine of their seventeen
mills including their durum operations.
Some of this capacity was picked up
later in the year with expansion of fa-
cilities by Peavey Company Flour Mills
in Grand Forks, North Dakota, and by
International Mllling Company.

The Egg Btery

Egg prices touched ® twenty-four
year low in January, and there were
complaints that a price break at that
time cost more than the 1964 Govern-
ment purchasing program. Current re-
ceipts In the Chicago market were as
low at 20.5 cents a dozen with frozen
whole eggs selling at 20,75 cents per
pound. The best time to have bought
frozen yolks with 45% solids was in
early March when they hit their low of
44 cents to 50 cents a pound. Through-
out the year, No. 4 and No. 5 color com-
manded six to eight cents & pound pre-
mium.

Immedintely after Easter, frozen
whites were at a low of 8.75 cents per
pound, with dried whole eggs ranging
90 cents.to $1.00 a pound and dried
yolks B8 cents to $1.04 a pound. ‘-

By year's end, current receipisiin
Chicago were ranging 36 to 39 cents a
dozen, frozen whole eggs sold for 20.5
to 30.5 cenis a pound, whiter were up
to 16 and 17 cents, dried yolks and
dried whole eggs suld in a range of
$1.30 to $1.35.

The first rebound for cggs started in
May because of higher meat prices, and
In September the Government an-
nounced large purchases of whole ~gg
solids for Viet Nam. U, 5. Department
of Agriculture officials predicted egg
production to be below the last quarter
of 1965 and the first quarter of 1966
until flocks could be replenished.

Containers Rise

Container prices were raised about
10% in August, but packaging con.
tinued to be one of the hottest buys in
advertising today—and the least under-
stood. So sald Steve Barker, manager of
market development for Continental
Can Company, at the Packaging Show.
He said: “While packaging Is the big-
gest of advertising media reaching far
more people than all of the conven-
tional advertising the product can af-
ford, businessmen haven't bothered to
measure ils coverage. As a markeling
1ool it is poorly understood, generally
mismanaged, and barely exploited.”

In July, the National Trucking Board
proposed that freight rates be hiked on
merchandise less than 12 pounds per
cubic foot, which would have resulted
in some 42% higher cosis on some
noodle products. This was opposed by
NMMA representatives and Is still
pending.

Higher Food Prices

In November, the Government an-
nounced that unemployment had reach-
ed its lowest point since 1057, and
skilled labor was most difficult to find.
Government forecasters also predicted
that food prices would keep rising as
meat, bread and milk would grow more
expensive. Bread prices, boosted about
a cent a loaf In November by some
bakers, would likely be pushed higher
by mid-1866 hecause of the increases in
wheat costs under the new farm law,
Commodity Credit Corporation re-
leased high-protein wheat for bread
making at the current market price or
108% of what Government support
price plus ceorying charges were, which-
cver was h:gher. Later they announced
that this would apply to any wheut
they held.

The Farm Bill

The arm Bill discussions started in
March, but with controversy on collon,
rice, und the so-called bread tax which
was un excise tax on millers by increas-
ing the rate under the certificate plan,
it took until October to getl the measure
passed. Not completely satisfaclory to
anybody, it does set up a four-year pro-
gram, which should simplify planning
for that period at least,

Early in 1865 it was predicted that
Government programs and policics
would loom larger in business. Three
big Federal guns were leveled at the
food industry in the form of a National
Commission on Food Marketing which
held hearings on chain store operations,
meat packing, produce, and sent ques-
tionnaires out to the baking industry;

THE MACARONI JOURNAL

Esther Petersen's Consumers' Coun-
cils, which amounted mostly to Mrs.
Petersen's giving talks at various food
group meetings; and the Hart bill. The
Hart bill did not pass but will undoubt-
edly come up for consideration again in
the next session of Congress.
Meanwhile, the Grocery Manufac-
turers of Ameroca, Inc. has developed
a voluntary compliance program for
packaging and labeling, and an indus-
try committee on weights and measures
is working In the area of rules and
regulations with the Noational Assocla-
tion of Weights and Measures Officials.

Wheat Foods Foundation

While shooting at business on one
hand, the Depariment of Agriculture
was trying to be helpful on the other in
sponsoring interindustry meetings for
the Wheat and Wheat Foods Founda-
tion composed of wheat growers, mill-
ers, and end product manufacturers.
Meetings were held throughout the year
to consider a program and means of
financing. In April a banquet was held
in Washington to announce an outline
for proposed research on wheat's con-
tribution to human nutrition. The Farm
Bill debate posiponed decisions on
some of the important matters, but the
project looms large in helping the wheat
industry in the future.

Organizational Changes

At the Grocery Manufacturers of
America conventlon, Paul 8. Willis
stepped down as president after a long
period of valuable service, He will con-
tinue to serve on the Board as president
emeritus, while George Koch takes
over as the active head. Don Fletcher
of the Crop Quality Council retired at
the end of the year, after contributing
40 years of service to the Midwest agri-
cultural scene. Gene Hayden takes over
14 president.

Ansociation Meetings

The National Macaroni Manufac-
turers Association held regional meet-
ings in the spring in Los Angelc: ond
San Francisco and in the fall in New
Zork City, National meetings were held
in Floridn and New York City where
Macaroni Day was celebrated at the
Waorld's Fair on July 11,

As the economic boom continues into
its sixth year and the Great Soclely be-
comes more complicated, its impact will
be felt on the food business. What those
changes will bring to macaroni manu-
facturers in 1866 and the decade ahead
was the subject matier discussed at the
Winter Meeting at the Hotel Diplomat
In January.
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INDUSTRY LEADERS

Fred Spadafora

LTHOUGH macaroni makers mark-

ed up new highs in 1865 in produc-
tion and sales, there may be a bumpy
road shead.

NMMA President Fred Spadafora of
the Superior Macaroni Company of Los
Angeles is of the opinion that the re-
tailer is not allocating as much space
for the display of macaronl products as
he used to, and in some instances has
even limited his choice of products to
one brand and has eliminated some of
the sizes and shapes offered. The gro-
cer's rensoning apparently is that with
so many new preducts belng introduced
to the market, he has to coadense his
space to make room for these new
items.

Lots of Competition

“We are in competition with many
prepared foods,” says Mr. Spadafora,
“including prepared dinners which are
becoming a big factor in the market.
Frozen foods, with many macaroni
combinations, are growing fast. Canned
spaghetti is a sizable competitor.

“It js my personal opinion,” continues
Mr. Spadafora, “that the industry has
not kept up with changing times, and is
not putting forth enough effort to meet
the requirements of the new generation
whose eating habits are changing rapid-
ly and who are buying food producls
that are convenlent, fast and economi-
cal. We have got to look for new prod-
ucls to meel these changing times.”

Mr. Spadafora is of the opinion that
the increasing consumption of combina-
tion dinners will cut into consumption
of the dry product used in home recipes.
“You will note,”” he snys, "that these
combination dinners are being merchan-
dised with other ingredients, where the
quantity of macaroni is very small, and

PROBLEMS

the housewile in serving these producls
does not prepare the same quantity as
if she were preparing her own recipe as
o maln course instead cf a side dish.”

Mr. Spadafora expresses concern that
too many manufacturers of dry maca-
roni products will become suppliers to
the natlonal advertisers and merchan-
disers because it is casier io meet the
problems of production than the prob-
lems of marketing. The marketeers will
control the market, he concludes.

There is hope in the future, he states,
if macaroni manufacturers revamp their
way of thinking and modernize their
ideas. With the increasing population,
stable consumption will mean more
production, but it is going to take the
new ideas and new products to shoot
macnroni product sales up as they went
after World War 1L

R. I. Cowen Says:

Robert 1. Cowen, executive of A.
Goodman & Sons, Inc, Long Island
City, New York, and first vice-president
of NMMA, when asked for prognostica-
tions, replied that if he were able to
forecast accurately what conditlons
might be, he would probably spend
more time in Wall Street than in the
macaroni lndustry. However, he sees no
startling changes in 1966. “I think busi-
ness in our industry will continue along
the same lines as it has for the past
several years," says Mr. Cowen, “al-
though I believe that the recent raising
of prices will help offset the increased
cosls of labor, raw materials and serv-
ices that all companies have experi-
enced.

“Undoubledly in the future, there
will be more mergers of companies, and
the number of individual manufactur-
ing concerns will grow less as the years
go by. Big business seems to be the
order of the day, and it is very difficult
for small companies to face competi-
tion such ns they get from the gionts.
I also feel that many macaronl com-
panies will branch out into other prod-
ucls, because the volume sufficient to
maintaln large companies is just nol
there with the present product lines we
produce.”

He continued: “I have the personal
opinion that the standards of identity
for the macaroni industry are too rigid
for sufficient research and development
of new products, but even changed, the
industry would have to show n greater
degree of imagination in the future
than they have in the past.”

(Continued on page 7)
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Swing-Out Panels provide easy access
for inspection and cleaning. Requires less
than o minute fo remove.

S-Eloment Aluminum Drying Belt.
Stronger, more rigid than any screen
conveyor. Stays clean for there's no wire
mash in which dirt can lodge. No belts to
loosen, no screens to mend.,

Shaking Distributor prevents product
from a<heiing when it first enters the
Dryer. Spreads goods evenly over the
belts for more uniform drying.

PratS LT L T e L el 87 HIBrA N A )

Modern Avtomatic Dryer gives yov

stronger, better-looking short goods

Inside this eMcient, medern Dryer, temper-
ature, humidity, and air circulation are
precisely regulated to produce short goods
of finest quality. )
By matching temperature to the product’s

capacity to release moisture, BUHLIR Dryers
are able to use higher temperatures, thus
cutting drying time to as little 6s 4. hours
for certain products.

Sanitary. From entry to djsch.xrsc, _1he
product touches non-corrosive materials
only. BUHLER swing-out panels ma ke clean-
ing an easy task, and off-the-floor construc-
tion likewise simplifies sanitation.
Pre-dryer. You can also improve your
present drying operation by installing a
BunLer Preliminary Dryer in your present
production line.

More than 200 BunLer Drycrs are now

operating in the United States and other

Complete Macaroni
Plonts by

THE BUHLER CORPORATION, 8925 Wayzato Bivd., Minaeapolis 26, Minnesota. Phone Liberty 5.1401
BUHLER BROTHERS (Canada) LTD., 111 Queen Streel Eost, Toronlo 1, Onlario. Phone EMpire 2.2573

countries. It will pay to investigate how you,
too, will profit by drying the BUNLER way.

o Specially-designed swing-oul panels
o Super-efficiont Insulalion slops both
heat and vapor

« Sanitary off-the-floor design prevents
condensatlon on floor underneath

« Patented aluminum alloy conveyor

¢ No mixing of different type products
because conveyor elements emply
completely

+ Positive air circulation dries unitormly
over enlire widih of balt

» Needs practically no aftendance

« Economical, Requires relatively litile
power, heat, or maintenance

Sales Office: NEW YORK CITY, 230 Park Avenve. Phone MUrray Hill 9-5446
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Leaders Point to Problems—
(Continued from page 6)

Peter J. Viviano of Delmonico Foods,
Inc., Louisville, Kentucky, second vice-
president of NMMA, notes that the
American public is eating out more
each year. He states: “Unless the maca-
roni industry does more than they have
been doing in the past, we stand to lose
out on this ever-increasing eating habit.
In my travels, I note that the Eastern
restaurants and a few Italian type res-
taurants in metropolitan areas have
sufficlent knowledge of our products to
make an appetizing dish most of the
time. This is not the case in all sections
of the countiry, or even in other sections
of so-called metropolitan areas,

“] feel -the Eastern manufacturers
have closed their eyes 1o this problem
because they haven't scen what is hap-
pening In other parts of the country.
But the country as a whole is becoming
a hamburger and convenience food
market. If we are to survive and main-
tain an incrcasing per capita consump-
tion of our products, we will have to
recognize this problem in the very near
future, as it is almost too late now. Long
range planning is essential nol only for
this aspect of market growth but for
overall industry progress.”

Orbital Noodles

Mrs. Slaby's Noodles have orbited the
earth and may soon be on the menu of
the man in the moon.

Noodles produced by Mrs. Slaby's
Noodle Co.,, Berwyn, I, orbited the
earth recently with astronauts Gordon
Cooper and Pete Conrad during their
Geminl space flight.

“The noodles are cooked with various
meat sauces and put in tubes” ex-
plained Jerry Slaby, owner and op-

erator of the company. “When the as-
tronauts eat, it's just like squeezing
food from a tube of tooth paste.” In
fact, Slaby understands that his noodles
have performed so well in space that
the government plans to use them on
the Apollo manned flight to the moon.

The majority of Slaby's customers
are located within 100 miles of Berwyn,
a Chicago suburb, so you might won-
der how the National Aeronautics and
Space Administration (NASA) found
out about his noodles. One of his local
customers, however, is the 5th Army
Corps must have recommended him to
Quartermaster Corps. Slaby thinks the
NASA.

Angel Hair

“The quartermaster people started
calling my noodles ‘angel hair' because
they're so thin,” he says. “When we get
orders from the Army, they alwuys spe-
cify ‘angel hair spaghetli; But they're
not really spaghetti; they're noodles.”
—And when the order came from the
food contractors for the Gemini flight,
it also specified “angel hair spaghetti.,”

NASA asked for his noodles, Slaby
says, because they respond well to the
freeze-dry process used for the asiro-
naut's food. Experiments revealed that
Mrs. Slaby's Noodles would cook with
a meat base, freeze dry, and could be
re-hydrated and packed in tubes with-
out falling apart.

“Our noodles are still made the old-
fashioned way with 100% Durum,”
Slaby explained. “The dough is worked
and then allowed to rest to let chem-
ical action blend and intervolve the
ingredients.”

Ronco Receives Award

Ronco Foods, Memphis, Tennessce,
and Simon & Gwynn, Inc., their adver-
tising agency, have received the first

Jerry Skaby, right, of Mis. Slaby's Noodle Company, shows some of his "orbital” noodles 1o
Anthony L. DePasquale, U.S. durum producls sales manager for International Milling Com-

pony.
FEuRUARY, 1966

Albert Robilio, left, president of Ronco
Foods, Memphis, is shown receiving the first
oward ever presented by Mutuol Transit Ad-
vertising. Presentation was made by Tom
O'Ryan, president of Tom O'Ryan Advertis-
ing Company,

Mutual Transil Advertising award pre-
sented in the United States. The presen-
tation was made during the recent an-
nual Ronco sales meeling held at the
Claridge Hotel. The plaque was pre-
sented to Mr. Albert Robilio, president
of Ronco Foods, by Tom O'Ryan, presi-
dent, Tom O'Ryan Adverlising Com-
pany.

To recognize oulstanding advertisers
and their agencies who have developed
crealive ad campaigns in transit ad-
vertising, Mutual Transit Advertising,
the national selling organization for the
transit "ndustry, recently inaugurated
this award. To qualify for the award,
advertisers must have used transit ad-
vertising ot least six years .

Long Time Advertiser

Ronco Foods have used bus advertis-
ing since 1038 and have pioneered many
new innovations in the use of king-size
bus posters, Three years ago, Len Juen-
gling, executive vice president, Simon
& Gwynn Advertising Agency, working
with Tony Glannini. Ronco advertising
and promolion manager, und Dave Koll-
man Displays, developed the first King-
size bus poster ever printed on vinyl
plastic. The vinyl bus poster was used
for an entire year withoul fading. Paper
posters have a life of only about 90
days.

Ronco bus posters for 1966 will make
use of removeable vinyl copy panels
50 the basic poster can be used for the
entire year with copy changes to fit
seasonul promotions.

Flavors Added

Vegetuble beef and chicken vegetable
flavors have been added o the dry
soup mix line of Thomas J. Lipton, Inc.,
Enplewood Cliffs, New Jersey.

The chicken soup includes chicken
bits, vegetables and star-shaped epg
noudles, The beef mix contains beef,
vegelable and barley. Bath products re-
tail for about 39 cents for a twao-en-
velope package.
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Skinner Displays
Spaghetti Cooker

The homemaker who wants to elimi-
nute juggling a potful of boiling hot
waler when she prepares macaroni or
spaghetti will love Skinner Macaroni
Company's Spring, 1966 display promo-
tion.

It features o consumer offer on a
G-quart aluminum $5.00 spaghett cook-
or for only $3.00 and labels from any
three Skinner packages. The display
period is February 21-April 10, tied to
the Lenten season which begins Febru-
ary 23,

Long Success Story

The spaghettl cooker has a long his-
lory of success as a Skinner premium,
primarily for two reasons: it is hard to
find in hardware and department stores,
and it simplifies work for the house-
wife. She merely lifts out the strainer
from inside the cooker and her spa-
ghetti is drained.

The grocer earns a cooker for him-
sell by setting up the required display
of product and spaghetti cooker. A spe-
cial display card with spaghetti cooker
mounted in it shows all three pieces of
the couker. It makes a strong focal point
in the display and puts extra excite-
ment in the store.

Point-of-Sale

Store banners and order blank pads
also are nvailable for point-of-sale mer-
chandising. A strong edvertising pro-
gram will support the promotion in
newspapers, Good Housckeping, Pro-
gressive Farmer, Family Circle, and
Woman's Day.

Spaghetti-Cooker Promotion. Mony grocers
will be using displays like this in kinner
Mocoroni  Company's Spring, 1966 Spo-
gheti-Cooker display promotion. The special
display cord showing all three pieces of the
s1. 1ahetti cooker is the centerpiece of the
disploy.

Lo Rosa Contest. When Frank Gifford, CBS sportscoster and former N.Y. Glant halfback,

agreed to draw the winning entry in V' Lo Resa & Sons’ “It's the Woman Who Wins"' na-
tional contest, he had no idea the drawing would coincide with the historic Gemini 7/6 rpace
rendezvous. But President Vincent S. La Rosa simplified matters. He brought the entries 10
Gifford at the CBS news room, and the drowing wos held against o background of television
monitors, broodcasting astronouts, and clattering teletype machines.

The Lo Rasa contest, billed as ""the most exclusive contest onyone has ever run,’’ wos
open 1o just 200 women—ithe families of chain store buyers, store managers, relailers ond
store merchandising executives. Every woman who participated received a solod bowl with a
gold base, plus @ matching gold serving spoon and fork. Grend prize wos o 1966 color rele-
vision sel. Participants received a copy of Lo Rosa's television schedule and were asked to
tune in the company’s commercials. Then they answered the question, “Why is Lo Roso

more golden than any other brand?”

Shown is Vincent S. Lo Rosa, left, holding the box of entries, as Frank Gilford reaches
in to pick the winner. The grond prize went to Mrs. Mary Delaney, of Albertson, New York,
mother-in-law of Thomas Shiels, buyer at Hills-Korvette, Inc.

Golden Grain Goes to Color

Color will be used by Golden Grain
Macaronl Company in nearly all its ad-
vertising both on network television
and in newspaper Sunday magazines
during 1966, according to Tom De-
Domenlco, director of sales of the San
Leandro, Calif., firm,

Golden Grain will spend more than
$4 million next year in a promotional
advertising program, making the com-
pany the nation's leading advertiser of
convenience foods.

Ten ABC-TV and three CBS-TV day-
time network prograins will carry a
total of 28 hard-selling commercials for
Rice-A-Roni and WNoodle-Roni to ap-
proximately 27 million homes each
week.

TV Spots

A heavy schedule of local television
spots in key markets will include both
day and nighttime programs.

“We're going heavier into color than
ever before because sales of color tele-
vision sets are Increusing rapidly,” De-
Domenico sald. “By the end of 1866,
it is estimated that over 8 million such
sets will be in use in Awerican homes.
This opens a hroad new avenue 'a
which we can present our story in
bright, attention-getting fashion.”

San Francisco will conlinue to be the
theme n! Golden Grain's color tele-
vision commercials, with flashing
scenes of Chinatown, the bay and the

Tom De Domenlen

city’s most familiar symbo. of ull—the
cable car.

But the “big sound” of current popu-
lar music also has been added to Rice
A-Roni und Noodle-Roni commercials
this year to give them un entirely now
look.

The ABC-TV and CBS-TV network
shows which will carry the Golden
Grain commercials weekly during 1966
include: “Mike Wallace News," "l Love
Lucy,” “Andy of Mayberry,” “The Mc-
Coys,” “A Time for Us," “Donna Reed

(Continued on puge 10)
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When Did Americans First

Enjoy Macaroni? Domestic

macaroni first appeared

in this country about 1848,

well over a hundred years

ago. It was introduced in the

Enst and gradually spread

A through the Middle West,

being sold only in apothecary

- / shops and recommended
chiefly for infants and invalids,

By 1900 there were only a handful of
macaroni factories, with a combined out-
put of 500 barrels a day.

And then, in 1898, C—
an especinlly hardy =
variety of durum was
brov ;ht to America
from Russia by the
United States
Department of
Agriculture,

Macaroni manufacturers were quick to
realize the advantages of this new wheat.
Durum production incrensed. And the
Macaroni Industry in America began to
flourish,

New, high-speed machines were invent-
ed. Automatic dryers were developed.
Mncaroni's popularity continued to in-
crease, and so did -
production,

And this
popularity has
continued to
grow. Today,
over one billion
pounds of
macaroni are
consumed
annually in the United States, and maca-
roni is served and enjoyed in nearly every
home. In fact, macaroni is now a staple
in the food diet of the world!

R

To satisfy this demand for high-quality, appetizing
macaroni, depend on King Midas Durum Products

4 PEAVEY COMPANY
Flour Mills
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Golden Grain Goes to Color—

(Continued from page B)

Show,” “Father Knows Besl,” “The
Nurses,” “Young Marricds,” “Never Too
Young," “Where the Action Is,” “Su-
permarket Sweep"” and “Dating Game.”
Twelve large, full-color Golden Grain
ads will appear throughout the year in
137 Sundasy newspaper magazines,
reaching almost 40 million homes each
time. This represents 72 per cent of all
the homes in the United States, De-
Domenico said. Each Sunday magazine
advertisement will include a coupon
which can be redeemed at a food store
toward the purchase of Golden Grain
convenience products.
MceCunn-Erickson, San Francisco, is
Golden Grain's ndvertising agency.

Mrs. Maria DeDomenico Dies

Mrs. Maria DeDomenico, 82, an Ital-
jon immigrant and co-founder of one
of the world's largest family-owned and
family-managed macaroni companies,
died in a San Leandro, California nurs-
ing home on December 14.

In 1912 it was Mrs. DeDomenico who
persuaded her husband Domenico to
sell the vegetable and poultry business
he had built up in the San Francisco
area and make macaroni using the
recipe that hod been handed down to
her through generations of Old World
cooking.

Mrs. DeDomenlco became the guid-
ing spirit behind the growth of Golden

Grain Macaroni Company and served
as a director until she was past 80.

Born in Naples, Mrs. DeDomenico's
father owned two macaroni factories,
one in Salerno and the other in Vietre
Sulmare. Her father left much of the
management of his business in the
capable hands of his daughter, and it
wasn't long before Maria had learned
all there was to know anboul making
pasia,

Firm Founded in 1912

The firm she and her husbahd found-
ed in 1812 was first known as Gragnano
Products, Inc. During the first years of
the business, the DcDomenicos sold
macaroni products in bulk Ints of 20
pounds or more, mainly to Italian-
American families in and around San
Franclsco.

The DeDomenico macaroni business
grew steadily. In 1934 the firm changed
its name to Golden Grain Macaroni
Company and began to markel its mac-
aroni products in smaller packages.
The company continued to expand un-
til it was operating six manufacturing
plants and 20 warehouses. The latest
manufacturing facility, a $12.million
automated factory, was built in Chicagn
in 1862

Sons Take Over

Mrs, DeDomenico's husband died in
1843. With his death, the management
of the company was passed to his three
sons: Paskey became president, Vin-
cent was appointed sccretary-ireasurer

Noodle-Roni Romanolf, a dinner of tender thin enriched egg noodles and sour creom-cheese

sauce mix, hos been introduced by Golden Grain Macaroni Company. The 6-ounce carion
which serves four to six persons includes a generous portion of noodles and a handy alumi-
num-foil envelope of sauce mix which consists of cheddar cheese, dehydroted vegetables, dry
milk and concentrated sour cream and whey. Milk and butter or margarine are added 1o the

noodles, along with the sauce mix, ofter cocki

. The dinner can be completely prepared in

less than ten minutes. Consumers are being offered six gents off the regular 49-cent price

during the introductory period.

A push-in thumb hole facilitotes opening of the carton, the back of which has coocking
directions ond suggestions for additional main dishes. The red, yellow and wine carton is
supplied by Fibreboard Company. A heavy schedule of network ond local spot television com-
mercicls, and edvertisements in leading newspoper Sunday magazines, all in color, will pro-
mote Noodls-Roni Romanoff and other Golden Grain food products. Golden Grain is the cre-
otor of Rice-A-Roni, Noodle-Roni and other convenience dinners,
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and general manager, and Thomas was
named vice president and director of
sales. The third generation of the fam-
ily joined the Golden Grain manage-
ment in 1959, when Mrs. DeDomenico's
grandson, Paul, was appointed national
sales and advertising manager.

1t was the introduction of a rice prod-
uct called Rice-A-Roni in 1858 that
spurked Golden Grain's most rapid
growth period. Five years later the
company marketed n line of macaroni
and epg noodle convenience dinners
that accelerated its growth. The recipes
for many of these products were de-
veloped by Mrs. DeDomenico In the
kitchen of her modest San Francisco
home.

Don Fletcher Retires

Donald G. Fletcher, president of the
Crop Quality Council, retires after more
than 40 years of service 1o agriculture,
Totton P. Heflelfinger, chairman of the
Council's board of directors, has an-
nounced.

Fletcher has been actively associated
with the development of agriculture
since he joined the stuflf of the Rust
Prevention Assoclation in 1822, He
served as head of that organization un-
til 1060, when it and the Northwest
Crop Improvement Associntion were
merged to form the Crop Quality
Council.

Research Pays Off

The bumper crops of spring wheat
and durum harvested in the Unper
Midwest during the past several years
are a tribute to many of Don Fletcher's

T efforts, Heffelfinger sald. Fletcher has

long been a spokesman for increased
support of research and extension pro-
erams affecting all crops in this arcu
The_w, pper seed increase program. he.
gun 1n Mexico in 1954, played a vita
role in prolecting spring wheat anc
durum from stem rust attacks which
have heavily damaged susceptible win-
ter wheats in recent years Justin
wheat, now grown on more thun 60 po
cent of the North Dakota sorving wheat
acreage, was first increased in this
Council sponsored program o fow years
ago, HelMelfinger said,

From Minnesota

Fleicher, born and raised on o Min
nesota farm, has worked to strenethen
research of direct benefit to agricultur
business, and the entire Upper Midwest
cconomy. As a result, better crops huve
meant grain for processing, improved
farm purchasing power and increased
demand for transportation, furm imple-
ments and the many services required
by modern agriculture.
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Donald G. Fletcher

Organizational Assignments

Eugene B. Hayden. exccutive vice
president, has assumed stafl responsi-
bilities for Crop Quality Council pro-
grams as of January 1, assisted by
Vance V. Goodfeilow, Council seeretary.
Prior to joining the Council staff, Mr.
Hayden had been involved in rust re-
search for the United States Depart-
ment of Agriculture frum 1951 to 1054,
stationed at the University of Minne-
sota. Since then he has been active in
all phases of the Council's program, and
recently returned from visits o agri-
cultural areas in Colombia, Ecuudor,
Peru, Chile and Argentina. Mr. Good-
fellow had served for 12 years us nsso-
clate state entomologist for the state of
North Dakota prior to joining the Coun-
cil in 1901,

Totton P. Heffelfinger o board mem-
er for many years and chairman of the
Peavey Company board, was elected
Chairman of the Crop Quality® Council
at the annual meeting on December 14,
965, Mr. Heffelfinger replaces . Nor-
man Ness, president of International
“1il'ing Comnany. Inc.. who relinquish-
e the chairmanship, but who will con-
‘ave as a director.

Jay A. Bolton, president of Atwood-
Lurson  Compuny, was named vice
chiieman, and Leonard 1, Glsvold, viee
prosident  of  Northwestern  National
Buank of Minneapolis, wias eleeled treas-
arer. John M Budd, president of the
Great Northern Roilway Company, was
wan ed railroad representative on the
Louneil board, succeeding Leonard H.
slurray, president of the Soo Line Rail-
=aad Company.

Organizational Goals

The Crop Quality Council, organized
in 1022 by vepresentatives of industry,
now promotes and fusters research, ed-
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ucational, and pest control programs
uffecting all northern grown crops. It is
financed by industrics which handle
and process agricultural crops, busi-
nesses which supply the farm market
with goods and services, and individual
farmers.

Other members of the board include:
Messrs. Dean MeNeal, executive viee
president of The Pillsbury Company*
Lloyd E. Skinner, National Macaroni
Manufacturers Association; T. F. Too-
hey, vice president, Farmers Union
Grain Terminal Association; and E. W
Ukkelberg, vice president, Deere &
Company, Moline, 11

Peavey Adds to

Durum Capacity

Peavey Company Flour Mills has
compleled the conversion of its mill at
Grand Forks, North Dakola to a 100
per cent durum oneration, with daily
canacity of 2,200 cwts. When combined
with Peavey's durum milling canacity
ot Superior, Wisconsin at o rate of 8,200
ewts. per day, the company aggregate
daily production canacity for semolina
and durum flour is 10,400 cwis., ranking
it ns the leading durum miller in the
United States.

A substantial improvement program
was carried out at the Grand Forks
mill, which is described as one of the
company’s most historic plants. It was
built in 1879 by Hirom Walker in what
wiis then the Dakota Territory, and the
initial daily capacity was 350 cwis, The
improvements include facilitizs  for
loading semolina in both bags and bulk.

Peavey's flour mill at Minot, North

.- Dakola has been enlarged to suoply

flour that was previously milled at
Grand Forks.

Doug Johnson is manager ot the
Grand Forks mill, Dennis Tangen is
stunt manaeer, and Jerome Andres
is superintendent.

According 1o Peavey, the Grand
Forks mill will snoply semolina and
durnm flour for Midwestern and West
Coast customers, and the Superior mill
will serve markets on the East Coast
and in the South.

Peavey Company  Flour Mills, of
which Mark W. K. HefTelfinger Is nresi-
dent. also operates flour mills at Altun,
linovis. Billings, Montana, Bullalo,
New York, and Dallas, Texas. Hs acdre-
gate daily wheat flour milling capu-ity
is in excess of 60,000 cwis.

Dividends Declared

Doughboy Industries. Ine. of New
Richmond, Wisconsin, has declared @
regular quarterly  dividend of 12':
cenls & share on the company’s com-
mun stock. It was payable January 31

to shareholders of record dated January
7. There are 533,539 shares outstanding
International  Milling Company of
Minneapolis has declared o regular
quarterly dividend of 30¢ o share on its
common stock, payable January 15 to
holders of record December 30. Inter-
national has 2,351,083 common shares
outstanding. The regular quarterly divi-
dend on the company’s four series of
preferred stock was also declared.

Wedding Bells

Melanie Dinne Amato became Mrs.
Frederick Malcolm Gutterson on No-
vember 20, The bride is the daughter
of Mr. and Mrs. Juhn Amato of the
Clermont  Machine  Compuny.  The
hridegroom is son of Mrs. Hury Gut-
terson and the late Mr. Guiterson.

The marringe took place at St Mary's
Roman Catholic Church in Manhasset
with a reception following at the Plan-
dome Country Club.

The bride, an alumna of Marywood
College, Scranton, Pennsylvania, is a
public school teacher in Commack. Her
husband attended Fordham University
He is associated with Container Trans-
port International.

The couple honeymooned in Jumaica
and are residing in Douglaston.

Mr. and Mrs. F. M. Guttcrson

It's not always casy:

To apologize . . . to begin over again

. to admit ervor .. to take adviee
... to be unselfish . . to keep on try-
ing . . . to be considerate and patient
..o think first and act second . . . 1o
profit by mistakes . . . to forgive and
forget . . . to shoulder the blame that's
coming to you . ..

But it helps to make this world o
better place for everyone to live in
And, it pays.

|
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U RGING food brokers to continue
their growth pattern for the fu-
ture, National Food Brokers Associa-
tion President Watson Rogers called for
a new look at the changes taking place
in the food industry. Hz2 addressed the
General Business Session of the 62nd
Annual NFBA Conventlon in New
York. He announced the creatlon of a
new depariment in the National Food
Brokers Association, designed to assist
food brokers in their efforis to keep
ahead of the rapld changes taking place
in the food industry.

Changel Changel

Change! Change! Change! was the
theme of his talk. The food broker must
continue to grow as other segments of
the industry have grown, sald NFBA's
President, “The old saying ‘you must
grow or go' was never more true than
today. The wholesalers who failed to
grow were eliminated. This was also
the case in the retail field. Some retail-
ers didn't want to make the effort to
expand by jolning the rat race of the
supermarket operation. Now they are
being eliminated by the growth of the
multiple unit operators of the modern
convenlence stores.”

One of the changes affecting the
brokerage profession, said Mr. Rogers,
is that food brokers are not just evalu.
ated by their ability to sell or by their
friendship with the local buyers. Today,
they are nlso being judged by their
ability to develop and train men—the
ability to get things done through other
people. “The way you develop, trein,
and motivate other people will spell
success or fallure in many instances.
This is especially true in the larger
markets,” he said.

Management Service

Food brokers were told they cannot
take the easy way of retaining the
status quo. Because the need for growth
is intimately connected with manage-
ment training as well as an awareness
of growing trends in the food industry,
Mr. Rogers said that NFBA is estab-
lishing o Management Service Depart-
ment to help those food brokers who
want to make the extra effort in order
to go forward. This department will in-
augurale new Pprograms, designed 1o
help food brokers with their manage-
ment problems, and to assist them in
“meeting the changes” that are taking
place In the food industry.

The details of this program are being
developed and carefully supervised by
the NFBA Research and Operations
Committee. Fu'i details will be review-

Food Brokers

RTR RS S

Woteen Rogens

ed regularly with the NFBA Execulive
and Advisory Committees. All of these
brokers plus many others will carefully
scrutinize all programs to be sure they
are in accurd with the needs of the
modern food brokers.

In concluding, Mr. Rogers said,
“Every effort must be made to be sure
you are making the proper manage-
ment decisions by choice and not by
chance. It Is time for you to take a seri-
ous look and ask yourself two questions:
‘What is happening to my company the
way it is belng managed today?’; ‘Are
we making the necessary adjustments
o meet the changes taking place in the
food industry?'. In closing, I pose this
question to each one of you: Will you
be the masters of these changes or its
victims?",

Spillover Stores
Joseph T. McDermolt,
National Chairman, NFBA, Albany.

“We have a major problem facing us
that is going to be another real, chal-
lenge and, like all challenges, we can
conquer it and improve ourselves and
our organization, The problem can be

stated In two words: ‘Spillover Stores.'

The servicing of slores in your area,
supplled by a warchouse in another,
brings a problem which we must face.

“It reminds me of the 'retail mer-
chandising' problem which confronted
this group only a few shori years ago.
This was labeled then, as the spillover
problem is labeled now, by o few as
unsolvable, Most of us know better, and
1 am certain that today's problem in a
few short years will have the same his-
tory as the ‘retail merchandising’ prob-

lem . . . that the NFBA broker will
emerge stronger than ever.”

Mr. McDermult went on to say, “This
problem must be talked over by the
individual brokers involved. This is not
something that your National Head-
quarters can solve with a simple for-
mula. The solution must be worked out
at the local level between the hrokers
themselves.

“In some instances the customer has
provided the information needed by the
broker and principal for a solution.
Some have gone so far as to supply the
principal with an IBM report showing
deliveries into certain territories, so
that the broker could be pald on that
basis. Our hats are off 1o them for their
excellent cooperation and to other firms
who are doing the same.

“We can only hope that cooperation
such as these buyers have offered will
be available from all customers, but
this is doubtful, Therefore, it behooves
us to be open-minded and receptive to
a falr solution, worked out at the local
level.

Ethical Operations

“Now another subject that Is of tre-
mendous Importance to each one of
you: the subject of ethical operations.
Nowhere ls there a better illustration of
the fact that the actions of a few
brokers can taint and bring criticism to
the entire Association,

“The NFBA Code of El...cs has long
been the standard of the industry. It
has been the code of ethical operations
for all of us. From time to time, your
Executive Committee has had to take
action against various members for
violation of this Code. Through the
years there have been varlous com-
plaints handled — covering different
actions. In each case your Executive
Committee has not hestitated to act In
accordance with the obligations placed
upon it by the NFBA Constitution.

“The growth of the food broker and
the brokerage fraternily continues to
be exceptional. The potential for growth
in the future is almost unimaginable.
Improper action, however, can impair

r growth opportunities, This must
not he allowed to happen. I want to
assure you that your Executlve Com-
mittee does not intend to allow this to
happen, and ot the request of ils mem-
bers I am emphasizing this point. The
Executive Committee has an obligation
1o each one of you. It intends to live up
to that obligation.

“NFBA is committed to the principle
of foir and ethical standards in the food

(Continued on page 1)

There's'a new excitement about spaghetti/The addition of

“ cen-i489% MyvaprLex® Concentrated Glyceryl Monostearate to

the spaghetti you make keeps its appearance, flavor, and
texturc just as inviting in the steam table as when it comes
fresh out of boiling water at home. Food service managers
will want to serve it more often. You can look forward to a
broadening market.

MvyvarLEX Concentrate does not affect flavor. It meets
the requirements of U.S. Food und Drug Definitions and

Standards of Identity for Macaroni and Noodle Products,
as amended, Learn more about its advantages by getting in
touch with Distillation Products Industries, Rochester, N. Y,
14603, Sales offices: New York und Chicago, West Coast
distributors: W. M. Gillies, Inc,

Distillation Products Industries
Is a divislon of Eastman Kodak Company
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Ethical Operations—

(Continued from page 14)
industry, The best contribution we can
make In this regard is to insure that the
food brokerage fraternity sets the ex-
ample. This we have done—this we in-
tend to continue, Today your principals
know that they can appoint NFBA food
brokers with the confidence that all
their dealings will reflect a high degree
of fairness and integrity.

*Thus, your Code Is a living one—an
intimate part of your daily operations,
It is far more than a token allegiance
or a listi*¢ of high sounding phrases.
It is the brokerage fraternily itself—
alive, active, falr, and honest—setting
the example for all."

Mr. McDermott also announced the
decislon of NFBA's Executive Com-
mittee regarding the location of future
NFBA Conventions. Said Mr. McDer-
mott, “New York has agreed to give us
a long-term contract for the many fine
hotels we need. This runs through 1875.
On the other hand, we have the option
of a 26-month cut-off of this contract
at any time. I think you will agree that
this is an ideal arrangement.”

New Alliance for
Brokers and Supers
Robert B, Cullum, president,
Super Market Institute.

A new alliance for food brokers and
super market operators was outlined by
Robert B. Cullum, Prerident of Super
Market Institute. Mr. Cullum, is Chalr-
man of the Board of Tom Thumb
Stores, Inc., Dallas. He said:

“An important change is currently
taking place in the nature of the super
market business that is bringing to
light a closer kinship between super
market operators and food brokers than
has been fully appreciated before. It is
kinship from which the retailers have
much to learn and brokers have much
to teach—and both stand to benefit
{from the process.

“The change that is involved is the
retailer’s shift away from thinking as
intensely about expansion as he did in
recent years in favor of increased atten-
tion to his existing stores—hls position
as a local retailer, his role in the com-
munity, his involvement with the mar-
ket he is serving. And this, of course,
has always been an area where brokers
have special knowledge — the local
scene,

“In the late '50s and very early "00s,
the super market indusiry was engaged
in very extensive expansion activity to
bring super market locations in line
with the population shifts that took
place throughout the '50s. And in that

16

period, super markeis drew much of
their net profits from the new stores
they bullt. But the store locations and
population are now pretty much in line
and the super market operators are
now concentraling on their existing
stores—in remodeling them, expanding
their parking facilities, making them
more efficlent, and improving the qual-
ity of their advertising and merchan-
dising.

Closer Look at “l:lk.h

“Super markets are, in fact, no longer
the expansion-minded operators and
whirlwind promoters they may have
seemed to be a few years ago. Today
they're becoming settled into the rou-
tine of business in the local community
—looking more ecritically into their op-
eratlons as retailers and, through re-
search, into the nature of the commun-
ities they are dependant on as a market.

“Brokers, because of their traditional
concentration on the local scene, are in
a unique position to help the super
market operator in a number of spe-
cific areas—guiding the operators in
acquiring a deeper knowledge of the
local community, the media that is most
effective in the community, the prod-
uct preferences, the shopping hour
preferences, in fact all facets of the
market where research Is able to teach
the super market oneralor how to be
more efficient in selling food and gro-
cerles to his customers,

“But helping super market operators
know their market better is only one
way brokers can help the operators.
The other areas could perhaps be better
identified by an outline of some of the
critical problems confronting super
markel operators foday and how they
are going about solving them,

clgur Look at Operations

“I have mentloned that super market
operators are looking more closely at
their markets. They are also looking
much more closely at what goes on
within their own stores—at their buy-
ing practices, their merchandising
skills, their skills in retalling produce,
thelr store security, their losses from
error and damage, and particularly at
their labor costs. These factors are all
critical to the operators because of the
elementary mathematics of the busi-
ness todoy — mathematics that show
competition holding our average after-
taxes profits down to just over 1%
while most of our cosis—merchandise
for resale being the main of them—
cannot be reduced. The only costs re-
maining to work on are varinble costs—
labor, overhead, ‘shrink,’ warehousing
costs, and the like.

“Nane of these costs cen easily be re-
duced. It is taking considerable research

and Innovation o learn how to reduce
these expenditures, and that Is the
course now being pursued by super
market operators. And it is the primary
current activily of Super Market Insti-
tute: Improving the technical skills of
super market operating personnel in
all job areas.”

Improving Broker-
Principal Relationships

George G, Leary, vice-president,
Borden Foods Company.

Effective communication is the key
to improving broker-principal relation-
ships, George G, Leary, chalrman of
Grocery Manufacturers of America's
Broker Relations Committee told the
National Food Brokers Assoclation con-
vention.

“Food brokers have been mighty im. °

portant to me in my association with
this great industry for over 30 years.
The company with which I am asso-
ciated, in addition to operating a direct
selling organization, employs as its
front-line sales representatives, pretty
close to 1000 brokers,” Mr. Leary, who
is vice president of the Borden Foods
Company, said.
Workshop Sessions

As an example of eflective broker-
principal communication, Mr, Leary
cited the series of joint workshop ses-
sions sponsored by GMA and NFBA
during the past several years.

“GMA's Broker Relations Committee
and NFBA's Merchandising Committee
have conducted several of these joint
workshop sessions with fine success.
Representatives from both committees
sat together at the conference table and
hammered out mutually agreed upon
Guide Lines on subjecis of vital con-
cern {o both brokers and manufacturers
in their day-to-day operations. Typical
subjects were discussed In depth and
conclusions published in booklet form
and widely distributed, subjects in-
cluded: markeling of new products;
manufacturer’s fleld managentent; and
improving the eifectiveness of presen-
tations to buyers,” he noted.

“At future workshops, we want to in-
vite representatives from the trade," ne
added.

Guide Line Discussions

Mr. Leary suggesied thsi manufac-
turers and brokers, on a local basis,
might well hold joint sessions where
the Guide Lines could be discussed.
“GMA meetings around the country
provide an excellent forum to commun-
icate the substance and value of the
Guide Lines. Wherever marketing peo-
ple or sales forces get together there s

(Continued on poge 10)
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Broker-Principal Relations—
(Continued from page 16)

the opportunity to increase the aware-
ness and understanding of these Guide
Lines," he said.

“Perhaps, coming out of all of this
fine work by the Merchandising Com-
mittee of NFBA and the GMA Broker
Relations Committee,” Mr. Leary sug-
gested, “is the beginning of a new and
helpful project. What I am suggesting
is that NFBA and GMA consider the
sponsorship for o program dedicated to
the training of salesmen. 1 am not pre-
pared to outline the details here, but 1
do propose that our two organizations
explore the iden—first 1o sce if there is
general interest in it and second to de-
termine if it would be to our mutual
benefit. If so, then we could develop a
plan and propose ils implementation.”

Noting the changes that have taken
place in the market place, Mr. Leary
said that the salesman of today faces u
market far different from that of only
a few years ago. The salesman of to-
morrow, he added, with the Erowing
compulerization of our industry and
the automation of distribution will con.
front a marketing picture far different
from today.

“All of the best and most experienced
salesmen in the food field have been
trained and received their degrees in
selling products. This is true of manu-
facturers' salesmen as well as brokers'
salesmen, The education is deep on sell-
ing products. The only (ime when a
food salesman is culled upoa today to
sell, is when a new item is introduced,”
he told the meeting.

"Some of our seasoned and successful
salesmen have shown definite weak-
nesses in the area of selling promotions
and modern merchandising, und some
younger men who have entered this
field when the emphasis was on promo-
tion and merchandising rather than on
product sale have become shining
lights,

Promotion Specialists

“We are living in an era of speciali-
zation and the specialization in the food
field today is in the aren of engineering
full-scale promotions und executing
merchandising efforts tailored 1o the
particular style and philosophy of the
account you are working with” he
said.

“Practically the whole job that has 10
be done todoy is working up the denl
and promotional offer with cuch indi-
vidual customer to get the muaximum
performance so 08 1o guarantee addi-
tional business and profit for both. We
might think of our combined and com-
mon efforts as a relay team with the
broker running the anchor leg and
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bringing the race to a successful finish.
“Twenty-five years ago all of the
emphasis was on the product sell into
the chain and wholesale warchouse.
Tuoday, practically all of the emphasis
is on the sell through to the consumer
at the retail level. The re.l action is in
the area or retail selling. and in this
vital area many of us vasnufucturers
and brokers) are pre, » 1o look al over-
all results without analyzing perform-
ances by individual sale ‘men. Too often
the number of men is o ‘eremphusized.
In my judgmenmt seven u- vight well
organized and well supervised salesmen
will outsell, out-merchandise and out-
perform ten men who are neither or-
gunized nor supervised,” he suid.

Individusl Performance

“Most manufacturers who operate u
direct  selling organization are con-
stantly reviewing the efficiency of their
manpower and evaluiting their indi-
vidual sales and merchandising per-
formances. The key phrase in the fore-
going sentence is ‘individual sales and
merchandising  performances” How
many and how frequently are you bro-
kers doing the same? It is becoming
more and more essentinl that cach
member of a selling organization con-
tribute his rightful share to the over-
all performances. The sales and mer-
chandising achievements of o group of
sialesmen do not necessarily mean that
every salesman in the group is per-
forming as he should he.

"I can speak from experience that in
some instances there is a shocking
varience in the quality of performunce
within a group of salesmen whose total
results appear (o be satisfactory. By re-
cording individual performance records
and making them available for full
view and comparison by the entire sales
group, it is truly amazing how those on
the lower rungs of the ladder proceed
to improve the quality of their work
and thereby upgrade the group's total
performance, see 1o it that the basic
foundations of your selling organiza-
tion is strong, and if it is, you are well
on your way to he successful, to stay
successful in this exciting business of
ours,” he added,

Expansion in Europe

Desmond S, Cracknell,
Food Brokers, Lid.

The rvapid expansion of the food
broker method of distribution through-
out Europe was forecnst by Desmond
S. Cracknell, Food Brokers Ltd. Lon-
don, England.

“There is absolutely no doubt in my
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mind that the food broker method of
distribution is one which has a tre-
mendous future, not only in the United
Kingdom but in other pants of Europe
and, in fact, all over the civilized world
The cost savings which are obtained
through non-competing manulacturers
sharing an aggressive sales organizu-
tion must eventually bring down the
cost of puckaged food itlems. Anything,
therefore, which helps people 1o enjoy
u better stundurd of living must be of
great benefit to humanity.

“The major consumer goods compan-
ies in the United Kmgdom have grown
up over the past sixty years or so by
operating their own salaried sales or-
ganizations. Relatively large retail sales
organizations have been required in
Greal Britain due to the very high den-
sity of rewil grocery stores. In fact,
with o population which is only a little
more than one-fourth of your popula-
tion, we still have more than 100,000
small independent grocery stores, which
I believe are known in the U.S.A. as
“mammas and pappas.”

“By 1962, however, when we founded
Food Brokers Limited, the supermarket
end of the trade was becoming well
established. Organizations such as Lob-
law's from Canada, and your own Safe-
way, had entered the British grocery
trade, and the development of super-
market and self-service outlels was
making great strides. In facl, & recent
survey shows that there are now more
than 1,700 supermarkets in the United
Kingdom, and these outlets, plus some
15,000 self-service outlets, account for
approximately 40 of the United King-
dom grocery trade. It is also antici-
pated that by 1970 the supermarkets
and sell-service stores topether will be
handling about 70%: of the national
food trade.

“1 believe that the NFBA has shown
tremendous foresight in not only weld-
ing together the food hroker industry
in the United States but in opening its
doors to food brokers' compunies such
us mine from other parts of the world

"I look forward to the day when
there will be hundreds of European
member companies of NFBA and, who
knows, in this day anrd age of modern
Jer air travel, perhaps the NFBA Con-
vention might one day be held in Lon-
don or Paris. It has been said that one
of the surest ways of preserving world
peace is through international trade
There is no doubt that by becoming
waorldwide orgamization, the NFBA s
pluying an important part in helping 10
remove the barriers of prejudice and
misunderstanding which still exist he-
tween nations,”
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Ambrette

'Cyclo-Mixer Extruder
with Twin Die Head for...

continuous mixing, kneading,
developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry
lumpe found in conventional mixer.

NEW TYPE FLOUR FEED SYSTEM

Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed.

NEW TYPE WATER FEED SYSTEM

Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micrometer
adjustment with sight flow feed.

NEW TWIN HEAD DIE
Solid one piece head with two dies for slow extrusion with high production.

NEW CUTTING DEVICE SYSTEM

Independent direct motor drive to cutting shaft. Wide range of cutting speeds through electronic control.
Elimination of pulleys, belts and varidrive motors.

NEW TYPE SCREW FORCE FEEDER SYSTEM

Force feeder maintains constant feed of dough to screw under pressure.

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

High production screw with low speed. Anti-frictional metal liner in screw housiné for long wear and low
friction,
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covered, stirring. occasionally, until
tender. Drain in colander.

Melt butter and add onlons, garlic
and beef. Cook over medium heat until
beef is browned, stirring occasionally.
Add macaroni and remaining ingredi-
ents. Mix well and heat to serving tem-
perature,

Products of the macaronl family
seem to have a special contribution to
meals the year 'round—solving a differ-
ent kind.of problem for each season. In
Lent, which begins on the 23rd of this
month, they can be combined with fish
to provide subatanila! dishes for meat-
less meals. Spaghett] with clam sauce is
a popular dish, and there's always room
in the recipe file for one more way to
prepare it The recipe given. here is
with tomato sauce.

Spaghetti and Tomato-Clam Basuce

(Makes 8 servings)

2 tablespoons salt

4 to 6 quarts bolling water

1 pound spaghetti

2 tablespoons butter or margarine

1 clove garlic, finely chopped

¥4 cup chopped green pepper

1 jar (11% ounces) clams

2 cans (8 ounces each) tomato sauce

% teaspoon celery salt

¥4 teaspoon pepper

Add 2 tablespoons salt to rapidly
bolling water, Gradually add spaghetti
so that water continues to boil. Cook,
uncovered, stirring occasionally until
tender, Drain In colander.

Meanwhlle, melt butiter; add garlic
and green pepper and cook over medi-
um heat 5 minutes, Drain clams; re-
serve Y4 -cup clam liquor and add to

N 0 A L

Spoghet'i ond Tomete-Clom Seuce

green pepper mixture along with clams,
tomato sauce, celery salt and pepper.
Cook over low heat, stirring occasion-
ally, 30 minutes. Serve tomato - clam
sauce with spaghettl.

Kiwanis Served Spaghetti

The San Juan Star carried a front
page pleture in their December 20 edi-
tion of Kiwanis Club President Sandy
Sanchez serving spaghetti to young
Francisco Garcla at a Kiwanis-spon-
sored Christmas party for youngsters at
the Deborah Children’s Home in San

Juan, Puerto Rico. Nearly 140 pounds
of spaghetti and over 1,000 meatballs
were prepared for the children and
adults who attended the party.

Golden Grain

Representative

Trinity Marketing Corporation, with
principal offices in New York, St. Loula
and Denver, has been appointed mili-
tary sales representative for Golden
Graln Macaronl Company, San Lean-
dro, Calif.

PaLl DeDomenico, national sales and
advertising manager of Golden Grain,
sald Trinity Marketing will sell the
Golden Grain line of Rice-A-Ronl and
other convenience food products to all
U.S. military commissarles east of Nen-
ver, as well as in Europe, the Caribbean
and the Far East.

Trinity will also represent D, Ghirar-
delll Chocolate Company, the Candy
Division of Golden Grain, in all U.S,
military commissaries east of Denver,
in the Caribbean, Europe and the Far
East, The Ghirardelli line includes
chocolate, instant cocoa, bar candy and
cooking and baking chocolate,

In addition, a complete line of Golden
Grain macaronl products and beans will
be sold to the armed forces &3 Trinity,
which has additional ciies officer in
Ardmore, Pa.; Ossining, N.Y,; Novato,
Calif.; Gotzenhain, Germany, and Oahu,
Hawalil.

Robert C. Hackett is president of
Trinity Marketing. Everttt H, Whit-
marsh Is executlve vice president and
John E. Keane Is vice president.




ADM durum products are milled by “old hands”
and new equipment. Recently, ADM doubled the
capacity of its Nokomis mill, added new equipment
and triple protection against moisture.

where top performance counts, you can count on ADM

ARACHER DANIELS MIDLAND COMPANY DURUM DEPARTMENT MINNEAPOLIS <ANSAS Cily
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B. WEISS, a vice president of

Doyle, Dayne Bernbach, a New
York advertising agency makes bold
statements that provoke thinking. Re-
cently at a meeting of wholesalers and
food manufacturers at an Independent
Grocers Alliance meeting, he drew a
bold outline of the future when he sald
traditional self-service for food would
become as archaic as a high school
bookkeeper in this computerized age.
He also challenged his audience to the
concept that food is a bargain.

“You publicize statistics showing the
low percentage of income spent here
for food, compared with the higher per-
centages in other countries. This is sim-
ply statistical doodling. 1t does not en-
hance the integrity of this industry.

“I doubt that intelligent, sophisti-
cated families believe food is a bargain.
1 strongly doubt th it low-income fami-
lies agree that food is a bargain.”

Why should they? he asked, when re-
tallers have doubled their markup since
the days self-service began thirty years
ago. In this period, he added, manufac-
turers' allowances have doubled

“There s a need for food reta_ling to
devise new techniques that will peitait
profitable operation with a 14 to 16 per
cent (markup) on food," he said.

] can safely predict,” he said, “that
those who sit on their big fat traditions
will ridicule those new low-margin in-
novations just as established food
chains ridiculed the early self-service
ploneers.”

Here are some of the predictions he
made:

Larger Units

1. The era of the small food whole-
saler is waning. More large wholesalers
as big as the largest teday will emerge;
there will be more food wholesalers
merging.

Wholesalers, he contended, are pick-
ing up more of the burden of retailers,
and must, of necessity, demand a more
powerful capital position, management,
and plant, all of which come only with
size.

The food wholesaler must lead the
technological revolution, including use
of the computer, automation, and “in-
stantaneous communications networks
This, too, necessitates size.”

2. Independents must now merge
faster than corporate chains. Up to now
they have only sought to become as
large, but now, he said, they must be-
come larger.

3, The computer's capabilities make
it imperative that wholesalers must
win even more discretionary control
over affiliated retailers, tighter enforce-
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ment of group policies and management
recommendations.

4. Wholesalers will operate more re-
tail stores as owners. It is an inevitable
step from store control to ownership.

Institutional Market

5. Not only will wholesalers aim at
the institutional market and have a
separate organization to develop volume
in this market, they will also put some
of their retail accounts into this market.

Unions and Farmers Into Retailiny

Mr. Weiss posed the question of what
wholesalers will do when unions and
farmers move into food retalling.

“Several trade unlons now operate
drug stores,” he r'ated. Moreover drugs
and health care are becoming fringe
benefits. Will food become a fringe
benefit?

“The farmer is apparently poised for
a move into food retalling. Food is to
he processed on the farm, packaged on
the farm, moved into consumption
through farmer-owned stores.

“The farmer will prefer the voluntar-
jes to the corporate chain. You may
wind up with the farmer as a fran-
chised associate. And maybe labor
unions, too."

Wholesalers Into Manufacturing

6. Wholesalers are moving into man-
ufacturing. “I have heard,” he sald,
“that five food wholesalers have been
planning a cooperatively-owned manu-
facturing company.”

A single corporate structure that will
embrace manufacturing, wholesaling,
and retailing—this Is the newest diver-
sification trend and “it will be the next
wave of corporate giantism."”

Controlled Brands

He prophesied that one-third to one-
half of total food volume will be in con-
trolled brands: that private label qual-
ity and price lines will move up; pack-
aging will improve, and chains  will
sharply reduce the number of private
label names.

Telephone-Catalog Shopping

An increase in telephone - catalog
shopping for food will come as women
continue to look upon food shopping as
a chore and as working women have
less time and desire to shop.

This, In turn, may lead to a new type
of electronic telephone-order warehouse
food store, he said. It will deliver and
offer credit. And it may emerge as a
new low-margin type of retailing.
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There are several now existing, he
pointed out.

Specialty Comeback

The specialty store is staging a come-
back, in such areas as the gourmet shop
and the bantam store. Food chains will
now include a varlety of store types
from giant discount units to warehouse
stores and full-service, carriage-trade
outlets. Locations, too, will become
more diversified.

Merchandising by giveaway is slow-
ing down, he said. Trading stamps will
continue to decline and games will
level off,

Food chains, he told wholesalers,
which originally catered to lower-in-
come groups must adjust to the higher-
income and more sophisticated shopper.

“Mass retalling,” he continued, “orig-
inally was concerned exclusively with
price. Now, it must learn how to mer-
chandise both price and sophisticated
taste. Don't underrate this fundamental
change.”

Figures For Bale

He cited a by-product of computer-
jzed information—the product move-
ment index-based on weekly figures of
shipments of branded goods from ware-
houses to 1,300 stores, being sold by
Kroger to grocery manufacturers.

This by-product of a computerized
inventory system Is being sold at $150
a week for each product group.

New Chaln Concept

Mr. Weiss visualized new dimensions
to the chain concept and cited Elm
“‘arm Foods, Boston, which operates
leased departments in a supermarket
owned by Liberty Markets. This is not
a merger, he sald, but simply a pooling
of talents, with each specializing in
particular areas.

Along the same lines, Grand Unlon
leases supermarkeis in three Grand-
Way department stores to Winn-Dixle
stores. Arrangements for a Ben Frank-
lin variety department in a Grand
Union store also have been made; and
Ben Franklin, he belleved, Is working
w:th an IGA division in Canada.

Mr. Welss called attention to what he
termed “scrambled food distribution,”
as food stores move into drug store
lines, but out drug units, and to one
1GA wholesaler opening drug units to
be operated by local druggists in co-
operation with a large drug wholesaler.

“Have you over-stayed some of the
original concepts of the founding fath-
ers?” he asked. “Will wholly-owned
drug subsidiaries become more com-
mon among food wholesalers?”
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A Proposed Program for Macaroni Products Promotion

by Beverly G. Anderson, Program Director
Sponsored by North Dakota State Wheat Commission,
National Macaroni Institute, Durum Wheat Institute.

1. DIMENSIONS OF THE MARKET

The food service indusiry ranks
fourth in size among all industries in
the United States and its steady growth
continues. Since 1830 the annual vol.
ume has increased five times. For the
past flve years the growth rate has been
from three per cent to three and one-
half per cent every year. Dollar volume
in meal sales for 1864 was $10,364,000,~
000, Estimates now run as high as $25
billion. -

Approximately 132 million meals are
served every day by the food service
industry; 70 million of these meals are
eaten in restaurants. Twenty-five per
cent of all food consumed in the United
States is eaten away from home., One
out of every four meals eaten in the
United States is prepared by commer-
cial food service operation. In metro-
politan areas the average is one meal
out of three. A vast and growing mar-
ket, indeed.

“Eating out" is on the increase,
meaning continual expansion and an
opportunity for greater sales to the food
service industry. Since the restaurant is
selling perishable products, compeli-
tlon is keen. But by the same token the
restauranteur is responsive to innova-
tions and ideas which will increase his
sales and bring repeat business to his
establishment, The fact thot almost the
entire production of prime beef goes to
the restaurant industry illustrates the
point: The restaurant operator will buy
quality products when he realizes the
advantages of doing so.

The rise in the number of apariment
dwellers, In urban living, in population,
the decline in domestic service and the
growing number of women working—
all are factors which send customers to
restaurants. Improved service, better
food and more pleasant attractive sui-
roundings also lead more persons to ent
away from home with greater fre-
quency.

In addition to 214,738 resturants and
cafeterins there were nearly 350,000
other establishments in the food service
industry in 1964 (statistics cited arc
from "“The Volume Feeding Market- -
an Analysis'"):

Public Restaurants, Cafeterias,

T R B I e Iy 214,738
Taverns serving meals ...... 66,000
Drug stores, department stores 56,500
Grade Schools & High Schools 70,000

Colleges and Universities .... ~ 1,800
28
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Bavarly G. Andorsen
Hospitals, Institutions ....... 11,645
Armed Forces (U. 8. only) ... 2,345

Clubs (all types serving food) 25,000
Employee Feeding (Faclories,

1 TR A S R R 8,000
Hotels serving meals ........ 15,000
Motels serving meals ,....... 4,100
Transporiation, caterers, re.

ligious institutions ........ . 42,275

U.S.0., Salvation Army, ete. . 52,000

Food, the merchandise of the res-
taurant, has assumed a place in our
national economy second to no other
item. Nothing but good can result from
a program to increase sales in the hotel-
restaurant-institutional area. While the
food service industry growth has been
remarkable, macaronl sales to the in-
dustry have not kept pace.

It is our hope through the Hotel-
Restaurant-Institutional program joint-
ly sponsored by producers, processors
and end-product manufacturers, that
100 per cent durum products will equal
or exceed the rate of food service in-
dustiry growth. Increased product use
should in turn lead to greater accept-
ance of macaroni products at home
since the restaurant area has time and
again proved itself a “sampling” mar-
ket. What people learn to like in res-
{aurants they eat at home.

Restrictions of budget and time may
prevent the enactment of all of the

proposals in this tentative program, but
there are many opportunities which can
be listed for consideration.

II. APPROACH TO THE MARKET
A, Personal Representation:

Personal representation, demonstra-
tions and displays could be of great
value in acquainting the following
groups with the merits of 100 per cent
durum products, the importance of
proper preparation, and new ideas for
using the macaroni foods in quantity
food operation:

1. Hotel, motel and restaurant con-
\ ventions and trade shows.
*\ 2. Hospital administrator's and die-
tician's conferences,
\8. Training programs held for hos-
. pital kitchen supervisors.
\ 4. Meetings of American School Food
: Service Association.
\35. Statewide training meetings for
school lunchroom supervisors and

\ food service personnel.

. Trade schools and government pro-
grams involved in training men
and women for food service jobs,

B, Editorial Service:

Large quantily recipes, storles and
plctures could be designed for the
media serving the restaurant field and
released on schedules determined by
optimum use of such materials. The in-
fluential press serving the H.R.I. fleld is
read with great interest. It Includes:
+Hosplital Management
‘Hospital Forum
Hospital Progress
Hospital Purchasing File
Hospitals
Hospital and School Feeding
Hospital Topics
Institutions Magazine
Journal of American Dletetic Associa-

tion

Mental Hospitals

The Modern Hospital

Nursing Home Administrator

N. H, A. Buying Guide

Professional Nursing Home

Restaurant Equipment Dealer

Southern Hospitals

Volume Feeding Management

American Hotel Journal

Caterer and Hotel Proprietcrs Gazette

Catering

Club Executive

(Continued on page 30)

\ cooks,
. \8. Colleges and Institutes training
7
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WHETHER YOU'RE MANUFACTURING LONG GOODS

: 2 OR SHORT @@@.EGG

NooDLES [ F 7 JOR OTHER SPECIALTY SHAPES,
ESSSIYOU'LL FINDIZ= AMMEN [i1s ALWAYS UNIFORM

IN COLOR AND GRANULATION.

BECAUSE OF

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

crowING AREAMNH WE cAN SUPF’LYWTHE
FINEST DURUM / 'WHEAT PRODUCTS AVAILABLE.
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FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn.—General Offices: St. Paul 1, Minn.
TELEPHONE: Midway 8-8433
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H-R-l Program—
(Continued from page 28)

Club Management

Club Operations

Hospltality

Hotel Bulletin

Hotel Gazette

Hotel Management Review

Hotel and Restaurant News

Innkeeping

Pacific Northwest Hotel News

Resort Management

Food Service Magazine

Inplant Food Management

The Natlon's Schools

Product Information for Schools 2

Restaurants and Institutions

School Management

College and University Business

Modern Schools

N.E.A. Journal

The School Official's Buying Guide

C. The Education Route:

1, The Opportunity: In addition to the
present owner, management person-
nel and restaurant employees, the’
persons training for the food service
industry represent a primary target.
While there is educational resistance
to outright promotion, students and
trainees may be reached indirectly
through genuinely helpful teaching.
If the future owners, managers and
supervisory personnel of the indus-
try are acquainted with the merits of
macaroni products and are familiar
with proper cooking and serving
techniques, then the preference for
100 per cent durum products will be
established as a standard. To illus-
trate the educational opportunity:
a. In 1661 there were 226 schools

training personnel for the food
service industry,

b. In 1064 there were 6,950 persons
belng trained in 187 programs un-
der the Manpower Development
Act.

¢. The Office of Economic Oppor-
{unity has five job corp centers in
operation where persons are being
trained for positions in the food
service industry. Figures are not
available as to the number pres-
ently being trained in these camps
but estimates run from 400 to 600
persons,

d, The National Vocational Educa-
tion Acts provide funds to the
States and Territories on a match-
ing basis. Through these vocation-
al programs 23,516 persons were ,
trained for the food service indus-
try in 1962 (the last year for which
statistics were compiled).

e. Distributive education is a pro-
gram of vocational instruction in
merchandising and marketing. In

30

the past, these programs have

been limited by legislation to em-

ployed persons. The Vocational

Education Act of 1963 changed

this requirement. The 1963 figures

relate to employed persons. At
this time 30,332 persons employed
in eating places were enrolled In
distributive education courses.

Most enrolees were adults,

f. Additional training programs are
being operated through the
YMCA, YWCA, and various
youth group centers around the
country,

The Malerials Themselves: All ma-

terials used in the H.R.I. program

must be prepared to meet the chal-
lenge of the differences in education-
al level, verbal skills and language
comprehension of the persons em-
ployed In the food service Industry.

Such materials, designed to combine

the best elements of education and

promotion, could- be expected to:

a, Stimulate Increase in use of
durum-based macaroni products
in quantity food service by stress-
ing:

1) Basic economies of 100 per
cent durum products.

2) Popularity and general ac-
ceplance‘

3) Product values in extending
more expensive foods.

4) Longer serving life of 100 per
cent durum products,

5) Appetizing color of a durum
wheat pasta,

6) Excellent texture of properly
cooked product.

7) Flavor advantages when dur-
um is used.

8) Superior digestibility and sa-
tiety values of durum prod-
ucls,

0) Product's value as o low-cost
side dish.

10) Variety of available sizes and
shapes.

11) Versatility due to inter-
changeability of product
forms.

12) Variety of finished dishes and
wide latitude of macaroni
foods to fit any meal or type of
service as appetizers, entrees,
side dishes or desserts.

b. Offer product information on the
merits of 100 per cent durum ver-
sus non-durum products.

1) What “100 per cent Durum

Semolina” or “Semolina"”
means.

2) How to judge quality in raw
product.

3) How a good product looks and
tastes after cooking and han-
dling. (Standards of quality)

4) Nutritional advantages.
5) Calorie counting information.

(Attempt to change image as
a “fatlening food")

c. Present proper preparation proce-
dures, the ease and simplicity
with which the product can be
used by all types of food service
operations:

1) Use of rapidly boiling water,

2) Slow addition of the product.

3) No cover,

4) Specific proportions of water-
salt-product.

§) Stated quantities of raw prod-
uct, per serving of prepared
product. :

6) Cooking time information for
various products,

7) Use of oil or fat (o prevent
sticking during and after
cooking period,

8) Procedures for holding cooked
product on steam tables.

8) Procedures for holding cooked
product overnight.

10) Freezing procedures and pre-
cautions,

11) Use of polyethelyne packag-
ing.

12) Mention of additives.

13) Procedures for deep-fat frying
of noodles,

d. To illustrate the versatiiity of the
product in menu planning and
give viewers lLiicentive to practice
what has been learned:

1) Pholographs of prepared en-

trees, appetizers, soups, salads

and desserid prepared with dur-
um products,

2) Low-calorle  menus  built
around macaroni entrees.

3. Specific Tools:

8. Movie: 8 to 12 minutes in lengtt,
full color and sound. Designed to
reach management level in any
type of food service operatinn and
to present itself as a tool by which
employees can be Instructed in
basic product information. The
movie will cover the story of the
product, purchasing procedures,
illustrations of the product’s ver-
satility and new ideas for, use,

b. Filmstrip: A simple, step-by-step-
presentation of the “how to” pro-
cedures in preparation of the mac-
aronl products. The Almstrip
would be designed to supplement
the movie and would be titled,
captloned, ete. in both Spanish
and English, The large number of
Cuban and Puerto Rican food
service workers who do not speak
English make this almost manda-
tory.

(Continued on page 32)
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product
to pouch |

® Here is a new concept in packaging for any
product now using a lined carton, pouch, or en-
velope In a carton, It Is a marriage of two highly
production proven units—the Triangle Bag Machine
and the Clybourn continuous motion cartoner.
This Bag 'n Box unit handles up to king size
cartons, inserting one, two, or even more pouches.
Yet, the unitis so simple, changeover can be made

TRIANGLE PACKAGE MACHINERY COMPANY
66854 West Diversey Avenue -« Chicago, lllinois 60636 Telephone (312) 889-0200
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to sealed
carton

TRIANGLE

This unit Is being used to package 6 oz, cartans of pudding
and pie filling and occuples an area of only 7 x 207,

in less than 30 minutes. The low cost is equally
surprising for any one of the machine combina-
tions available for various products at production
rates of 50 to 300 per minute.

The Bag 'n Box packager is an exclusive devel-
opment of Triangle and Clybourn Machine Cor-
poration, To obtain further information about this
spacesaving, moneysaving machine, write to:
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H-R-1 Program—

(Continued from page 32)

¢. Brochures:

1) To accompany the film. They
will “put in print” the basic
lessons of the film and film-
strip and supply recipes for
featured dishes. Suggestions for
varying the recines, nutritional
jnformation and serving sug-

. gestions will also be included.

2) Future brochures: Aimed at a
specific segment of the market
—school lunch, hospital, homes
for aged, ole.

d. Posters: F:r-.enting a plcture
story of proper. cooking-serving
procedures, Useable on school
bulletin boards or in food prepa-
ration centers.

D. Direct Malil:

The mailing of recipe cards featuring
durum products would also serve the
interests of thos: sponsoring the HR.L
program. Food service operators have
stated their preference for quantity
recipe cards, faced with photographs
(prefeiably in color) of the dish as it
would appear when served, The cards
would be mailed to persons responsible
for planning the menus in restaurants,
schools, hospitals and other institutions
preparing food in large quantities.

E. Special Contests and Promotional

Projects:

From time to time, opportunities oc-
cur that might lead to H.R.I. program
sponsorship, or participation in, con-
tests or special promotions. Such proj-
ects mlght well be tied-in with Natlonal
Macaroni Week or the durum harvest,
1. Recipe contests: The ideas submitted

by the entrants assoclated with the
food service industry might serve as
source of recipes to be further de-
veloped In our test kitchens, used in
editorial service, direct malling serv-
ice, or consolidated into a booklet
similar to “Economical Gourmet En-
trees."

The publicily attendant on such a
contest and the publicity given the
contest winners would serve to make
the public more conscious of the 100

per cent durum macaroni products.

, “Chef-of-the-Month" award featur-
ing a famous dining room. The chef
would recommend his favarite recipe
made with a macaroni product. With
a picture of the chef, of the dining
room and of his culinary creations
used, he would gain prestige along
with his dining room. The results:’
Vpgrading the macaroni product
imaye.

. A brochure of money-raising menus
for loca! orgenizations te use in
fund-raising programs. For example:
An Italion dinner for o church sup-

sauerbrauten and noodles, a Chinese
dinner with fried noodles, etec.
Recipes could be worked out with
menus and detail on food prepara-
tion, cooking schedules, table set-
tings, decorating, etc.

111. HOTEL-RESTAURANT.INSTITU-

TIONAL PROGRAM SERVICES
A. On'a continuing basis:
1. Recipe development to serve:

8. Small restaurants and res-
taurant chains, In addition
to the recipe itself, menn
suggestions with appetlz-
ing descriptions of each
dish (for possible use by
the restauranteur on his
menu), weight watcher
dishes and calorie-rounter
menu suggestions featur-
ing pastas.

b. Mass feeding operations
such as: Prisons, military
establishments, ~ vending
machine companles, trans-
portation food operations,
factor aad | university
cafeter,. In a'dition to
the recioe itse: informa-
tion relative to the cost
per serving, preparation
time required, nutrients
supplled, possible ways of
varying the  recioe and
menu suggestions could be
provided.

¢. Schools receiving govern-
ment donated foods: Rec-
ipes developed to combine
donated foods with maca-
roni  products.  Simple
enough to appeal {o the
cooks and to gain ready
acceptance from the
youngsters of various eth-
nic backgrounds and from
various paris of the coun-
try.

d. Institutions:

1) Hospitals: Prepare recipes and
menu suggestions for:
Soft diets
Semi-soft dlets
Bland diets
Progressive series diets (liquid
to regular)
Diabetic diets
Calorie restricted diets
Fat restricted diets
Calclum restricted diets
Protein - potassium restricted
diets
Sodium restricted diets
Gluten-gliadin restricted diets
Purine restricted diets
Dry diets
Kosher diets
Pediatric diets
Phenylalanine restricted diets

2) Homes for the aged: A growing
market since projections of
population growth indicate that
by 1880 there will be 24 million
people 85 years of age or older.

3) Orphanages: Again—there is o
constant increase in our na-
tional birthrate with a propor.
tionate increase in the number
of yountgsters who are “un-
adoptable.” Those children who
are not in foster homes are in
boarding schools or nrphanages
and remain there until they
are 17 years of age. Recipes for
these institutions would be
planned to have special appcal
to children with emphasis on
nutritional values at low ccat.
Religic.as institutions and the
Salvation Army prepare and
serve 2 good deal of food to
membei. of their various
groups as well as {o school
children, indigents, and other
segments of society. Reripes
for these groups would stress
ease of preparation and would
cater to dietary laws of the
various religions.

4
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B. On a Special Project of Occasional

Basis:

1. School Lunch:

n. Continue attempt to secure ac-
ceptance of durum wheat prod-
ucts ' (supplemented with a
small amount of complete pro-
tein food) as meeting the re-
quirements for Type A School
Lunch.

b. Prepare demonstrations to be
given at tralning sessions for
school lunch cooks. Most states
have training sessions for the
women who do the cooking in
schools. Macaronl products
would be used in combination
with the government donated
foods and seasonal foods in
surplus supply.

1V. BASIC CONCEPTS OF PRODUCT

PRESENTATION
Much of the public remains unaware

5 xkclli:;iu-.-{.
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%mmr Unique New VMP-3

Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter VMP-3

i

apacity range —

of the quality attributes of durum wheat
products. In fact, many do not know
that macaronl foods are products of
wheat, There is no reason to belleve
that the restaurant industry is better
informed. The H.R.I, program will pre-
sent durum facts to food purchasers and
specialists in the field, The facts and
advantages include:
1. Popularity and ready acceptance

by:

—persons of all ages

—persons of diverse ethnic back-

atchless

Clermont Su
junction witl

High Speed Noodle Cutter, Type NA-4 -
the 64\!?-3 for continuous ;605%1 per I‘l‘c‘;‘:::‘l:gc:;‘dg:g.

FOR THE SUPERIOR IN NOODLE MACHINES

IT's ALL WAYS (Cormont!

Machine can be purchased with attachment for producing
short cut macaroni.

TAILOR-MADE FOR THE NOODLE TRADE

Available with or without vacuum process

nglneered for simplicity of operation.

‘Two speed motor affords flexibility for 1600 1bs. or 1000
Ibs. per hour or any two lesser outpuls can be arranged.

Qrge screw for slow extrusion for better quality.

UQQEd Construction to withstand heavy duty, round-the-clock usage.

controls. Automatic proportioning of water with flour.
Temperature control for water chamber.

n' one plece housing. Ensy (o remove screw, easy to clean.
Y No separation between screw chamber and hend.

eWIy deslgned die glves smooth, silky-finish, uniform sheot.

otally

enclosed In steel frame, Compact, neat design,

Moeeta all sanitary requirements.

266-276 Wallabout Street,

Brooklyn 6, New York, N.Y., U.S.A.
Telephone—EVergreen 7-7540

per, a German dinner featuring Galactose-free dlets

grounds (
—people from all income groups ,él!l ZO//a/ /
(Continued on page 34) il Ll ﬁ”_’/"”’y =
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H-R-l Program—
(Continued from page 32)

2, Cost advantage:

—Low initial cost of quality prod-
ucts. The 100 per cent durum
product increases cost of indi-
vidual serving only slightly, but
pays dividends in a superior dish
with better cooking - keeping
qualities.

—As an extender when used with
expensive protein foods.

—Little waste as it can be quickly
cooked to order. When it is pre-
pared ahead only the amount
immediately required need be
utilized and the remaining prod-
uct can be served in a wide
variety of other ways.

3. Versatility:

—Auvallable in over 170 different
shapes.

—Variable by simply changing the
sauces and seasonings used with
it.

—Amenable to cooking in quantity
and holding for use as needed,
—Useable in a variety of ways
within our meal patterns: As an

ingredient ‘in:

Appetizers

Casseroles

Side dishes

Soups

Salads

Desserts

—Freezable when in combination
with sauces.

Convenience:

—Always ready for Immediate use,

—Easily prepared.

. Cooking Advantages:

—Short preparation time. All
products cook in less than 15
minutes.

—100 per cent durum products hold
their shape.

—Do not require rinsing and extra
handling.

., Storage:

—Not perishable

—Compact

Not fragile,

7. Flavor:

—Nutty, wheaty taste in them-
selves. 3
—Bland carriers of other flavors.

. Nutritional Advantages:

The durum wheat products are nu-

turtious in themselves and doubly

so when combined with other nat-
ural fAavor-mates. They contain
varying amounis of:

-

=

—Thlamine, or Vitamin Bl—essen-

tin]l to growth, good appetite,
healthy nerves and as an ald in
digestion of food.

—Riboflavin, another B vitamin—
essential for growth, clear skin
and good vision.

—Niacin, a third member of B-
Complex family — essential for
utilization of proteln by the
body, clear skin, good digestion
and a healthy nervous system.

—Iron—combines with protein to
form hemiglobin.

—Protein—used in building and
repair of body tissues.

—Calclum—used in building bones
and teeth.

—Calories—for warmth and en-
ergy.

V. ORGANIZATION REQUIRED FOR
THE PROGRAM
A, Test Kitchen:

To prepare recipes for the HR.I. pro-
gram, it will be necessary to maintain a
testing facility for recipe development.
1t would be advisable to install equip-
ment similar to that used in the indus-

try.
B. A Specialist:

The addition of a person to the test
kitchen staff who has had actual insti-
tutional experience would facilitate the
testing of the recipes and of the other
information which would be distributed
on a continuing basis.

C. A Library Facility:

The latest texts, references and cook-
books designed for work with foods in
quantity would be necessary additions
to the Institute Library.

D. Clerical Needs:

A cross-reference file on the resource
materials applicable to our program
should be established, This would fa-
cilitate staying abreast of new develop-
ments in the industry and with the
techniques being used in the marketing
of related products.

E. Malling Lists:

Lists of publications to be contacted
with each type of release, noting fre-
quency of publication, deadline dates
and pertinent information to facilitate
the utilization of the educational ma-
terials we prepare.

F. Photographic Service:

Photography should possibly be done
on a realistic institutional basis: For
example:

1. For school lunch releases the food
should be photographed on school
lunch trays, with typical cullnary
equipment.

2. For hospltal releases—photographs

on hospital serving trays.

For materials almed at the restau-
ranteur, photographs should be of
a complete place-setting with the
plate filled as it would be when
serving macaroni products in an
eating establishment.

VI. EXPECTED RESULTS

An Increase in the use of 100 per cent
durum products in the hotel-restaurant-
institutional market may be anticl-
pated. The program would:

3

1. Teach the proper preparation of
the product, thus making it more
palatable and appealing to the
general public, creating greater
customer satisfaction and encour-
aging repeat restaurant business.

2, Provide recipes of merit that stim-
ulate greater use of the macaroni
foods in all areas of the food serv-
ice industry.

3. Supply menu ideas which would
proveke domestic imitation—stim-
ulating the consumer as well as
the restaurant market.

4. Change the image of macaroni
products either as fattening foods
or “poor folk" foods,

5. Place emphasis on the nutritional
aspects of the product particularly
in the school lunch program and
hospital food service areas.

6. Promole use of macaronl products
as. economical substitutes for (or
alternate cholces for) rice and po-
tutoes on the menus,

7. Enlarge the market by developing
new ways to use the products in
American eating patterns.

Literature Available

“Economical Gourmet Entrees,” pro-
duced by the Durum Growers Associa-
tion, Durum Wheat Institute and Na-
tional Macaroni Institute in coopera-
tion with the National Restaurant As-
sociation, is a cross-country selection of
twenty-five outstanding recipes from
famous eating places.

The booklet can be opened lo the
recipe desired; aligned with holes at
the {op of the page and fastened with
a paper clip, it can be hung on a hook
or used on the counter. It has columns
for ingredients, welght, measure or
count and method. In addition, there is
space for notes on “adjustment to your
needs” and “your cost” Of real help
to the restauranteur are “Tips from the
Notebook of Experience.”

Compiled by Alberta M. MacFar-
lane, Food Consultant, Chicago, the
booklet retails for one dollar, is avail-
able in quantities at fifty cents each.

Place your order with the Durum
Wheat Institute, 309 W. Jackson Blvd,,
Chicago, 111. 60608.

Reprint Offered

“Macaronl Money-Makers on Your
Menu” is a reprint from the Macaroni
Jourual. It carries the script for the
National Restaurant Assoclation Dem-
onstration Clinlc by the Durum Wheat
Institute presented to delegates at the
Restaurant Show last year. It is avail-
able in limited quantities for the asking
from the National Macaroni Institute,
P.O. Box 336, Palatine, Ill. 60067,
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From Finish Dryer to the Storage Bins continuously around the
clock,

The System delivers to three packaging lines from three different
Bins, simultaneously (automatically on demand).

Complete Engineering, design and layout service

installation service.

Contact our main office for information. Call or write:

FEBRUARY, 1966

ASEECO'S AUTOMATED

CUT GOODS STORAGE and DELIVERY SYSTEM

Closes the GAP between Dryers and Packaging!

Do you still fill portable bins?

Get overfilling and breakage?

Waste valuable floor space?

Push around bins trying to find the right one?
Use Fresh product ahead of old?

Lose time at packaging waiting for bins?
Depend on the “human element™ with its nor-

mal errors and Costs?

YES }
Eliminate all these outmoded methods. Eliminate

these bottle-necks with:

ASEECO CUT GOODS STORAGE
& DELIVERY SYSTEM

Receives from 1 to 3 dryers simultaneously into
any pre-selected bin!

Special Spiral Chutes prevent breakage.

Discharges from any pre-selected bin into any
number of packaging machines at the same time.

Storage bins of a size and capacity to meet the
individual plants requirements.

Designed to fit the physical limits of YOUR
plant.

FULLY AUTOMATICALLY CONTROLLED
ASEECO Systems are tried and proved.
Clear up the congestion on your floor,
Let us show you how an ASEECO system will

fit into your plant.

There is no obligation!

TEL. 213 DU 5.90091
LOS ANGELES, CALIF. 90008

1830 W, OLYMPIC BLVD.

35




D Arlen and his wife, Helen, spent

a pleasant week-end at the home
of friends in Connecticut. On their re-
turn, Helen dashed off a warm note to
their hosts, thanking them for their
hospitality, and telling them how much
they enjoyed the visit.

Ed, an electronic equipment sales.
man, read the letter, nodded his ap-
proval, and was about to turn back to
his newspaper when a thought struck
him. Helen's message was a thoughtful
gesture and one which their hosts
would no doubt appreciate, Perhaps
they would be invited back sometime.
“Maybe," Ed mused, “there is a lesson
here for me in my business. “I should
maintain contact with my customers
after the interview."”

The next week Ed began a regular
practice of correspondence with his
customers, particularly after getting an
order. Sometimes it was just a brief
thank-you note; other times, a full-
length letter. The idea was a good one.
Sales picked up, and his relationship
with customers became closer. The lat-
ter appreciated the letters.

Thirty Minutes a Day

Many salesmen believe that their re-
lationship with the buyer ends with the
order or the interview. Actually, it's
only the start. If you want the initial
contact to grow and develop, you must
do something about it. Between - call
activity is important in raising earnings.

You should allocate at least thirty
minutes a day to writing letters to your
customers. 1 don't mean normal busi-
ness correspondence but friendly in-
formal notes. Tell them how much you
enjoyed their courtesy on your recent
call. Let them know you look forward
to secing them again.
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SMOOTH

SELLING®

by George N. Kohn

THE UNEXPECTED LETTER

This is Ne. 17 of 24 sales training erticles,

Send the letters whether you are
home or on the road. If you're travel-
ling, the public stenographer at your
hotel can handle the matter for you. Or
you might mail your handwritten copy
{o your home office and let them take
care of it. Whatever the inconvenience
or expense, it's worth it.

Some salesmen carry around a small
dictaphone for just this purpose. They
now manufacture tape recorders the
size of a pack of cigareltes.

Another means of winning the loyal-
ty of customers is the information let-
ter. This type of missive employs the
same friendly, chatty tone as the afore-
mentioned letter, but it also contains
facts or data useful to the buyer. It
may be something you read in the pa-
per or picked up from industry sources.
It could be good news or bad, but it
is of interest to your customer,

One salesman, Joe Finley, writes a
news letter to his customers. This is the
kind of service for which they would
have to pay a professional organiza-
tion. Joe doesn't have the time for in-
dividual communications, but his mim-
eographed coples are greatly appreci-
ated—and anticipated.

Said Joe: “This®takes time, and I
even have to get some help from our
office staff, but it's more than worth it.
My customers tell me how much they
look forward to these letters, They
show their appreciation in other ways,
too. My sales have almost doubled since
1 started this service.”

Joe must resort to multiple coples,
but try to avoid form letters If you can.
Nothing can quite replace an Individual
message. Think how you treat the form
letters you recelve.

Tips For the Buyer

You can also be helpful to the buyer
by glving him suggestions and ideas for
the improvement of his business or
welfare. If you are a service salesman,
for example, you might make a regular
analysis of a customer’s position and

send it to him. This will enable him to
make any needed adjustments in his
Investment or Insurance program.

Or suppose you work with retail
dealers. You might spot bright mer-
chandising ideas in another town an!
pass along the tip to your customers.
You might see -an unusual display of
wading pools in Grand Raplds and send
tha information (perhaps with a snap-
shot) to your customer in Terre Haute.

At times, the correspondence can be
purely personal. A buyer has told you
he likes a certain kind of cigar he finds
difficult to get these days. A few days
later you discover the brand in another
town, You send him a box of the cigars
along with a note telling him where he
can buy them regularly.

A friend of mine, Ernie Shires, was
once in a casual discussion with a cus-
tomer about colleges. It seems the buy-
er was looking for a good small college
for his son. About & month later, Ernie
was in an Ohlo community which had
a small college. He took an afternoon
off and went out and investigated the
school. He looked into its scholastic
standing, facilities, tuition, extra-cur-
ricular activties and living accommo-
dations. '

Ernie concluded that it was an ideal
place for his customers boy and
promptly wrote the father a letter
about it. The son did matriculate at the
college and was delighted with it. The
customer was grateful beyond words.
In fact, he chose action instead of words
to express his gratitude, He began buy-
ing exclusively from Ernie. In addition,
word of Ernle's thoughtfulness got
around, and he was soon a favorite
throughout his territory. The cost of all
this was three hours of his time.

The letler answers the question of
what you can do for the customer.

Prospecting by Mail

A five-cent stamp could get you a
$50,000 customer. Prospecting is a vital
(Continued on page 38)

THE MACARONI JOURNAL

America’s Largest Macaroni Die Mokers Since 1903 - With Managemant Centinuously Refained In Same Family
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“"GOOD AS GOLD”

When it comes to Extrusion Dies that are guaranteed for
Extruded Results, Quality, Workmanship, and Service —
Maldari Dies are “Good as Gold!”, . . . and you don‘t
have to dig for them . . . just call us.

D. MaLbaRt & Sons, InC.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11215
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The Unexpected Lotter—
(Continued from page 36)

job for a salesman and a demanding

one. A workable shoricut is worth

thinking about,

This could be an "ice branker” letter
to a prospect before your call. Make the
note short and cordial, I've used this
approach many times and always found
that it smoothed the way for me. In
most cases the buyer thanked me for
the notice of my arrival. It gave him
chance to make room for me on his
schedule. A lelter, or even a postcard,
inevitably gives a salesman a leg up
into what s usualy a tough situation—
a cold call.

Polish Your Style

Good letter writing is an art. The
more you wrile them, the more your
siyle will improve, Strive for personal
words like “you,” “I,” and “we.” Avold,
if you can, the stilted type of business
letter, Be relaxed and lnformal, Keep
your sentence and paragraphs short.
Get to the polnt quickly without side-
tracking. Shun flowery or elegant
phrases. Write in an easy, conversa-
tional style.

If your handwriting is hard to de-
cipher (and that is true of a lot of us),
make sure your letters are typed, A
portable typewriter is a handy piece of
baggage on a sales {rip.

There are a number of books on let-
{er writing that will help you. You
might also study the letters of fellow-
salesmen with reputations for {urning
out good ones. There are some who are
masters of this art.

You chould also keep a file of the
first-rate letters you receive. Ask your-
self what was good about the letter.
What held your interest? Why didn't
you throw it away as you did the
others? Pay speclal attention to the
opening paragraph. The success or fail-
ure of a letter often rests with the lead-
ing statement, A letter that begins. “Do
you want to triple your battery sales in
the next six months?” stands a better
chance of being read than one that
leads off like this: “If one makes an
analysis of battery sales in the »ears
1050 through 1964, he will fiv .. ."

Don't throw a complex inass of “g-
ures at the reader, especially at the
beginning of the letter. In fact, be spar-
ing of figures throughout the message.
A lot of numbers quickly create bore-

executives won't read more than a
three-paragraph letter., So try and boil
down what you have to say. Work on
this. Bat out a practice letter and then
see how much you can cut out of it and
still leave its basic meaning. In short,
chop oul the dead wood.
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dom—and doom for your letter. Some *

Most letters say too much., Even the

friendly “thank-you" notes should not

ramble on.

Reminder of You

Buyers see a lot of salesmen in the,

course of a month, Yours is a face that
may be quickly forgotten unless you
keep reminding the customer of your
exlstence, The fact that you got an
order is not a guarantee that it will be
repeated on your next call, Your gelting
the business may have been a bit of
luck or the result of circumstance,
Don't walk out feeling you have a cus-
tomer all wrapped up because you
closed a deal.

Keep your personality in his mind by
frequent communications. Send him let-
ters, reminders, mailing pleces—any-
thing that carries your namg-and your
company's name, kY3

Lean Clarke, one of the biggest pro-
ducers in the petroleum industry, esti-
maies that he writes 300 letlers a year
to his customers. “I hardly let a day go
by withou* writing at least cne,” he
sald, “It's a greal help to my sales, and
what's more 1 enjoy doing it."

Some company sales training pro-
grams teach proper letter writing. The
leader of one of these courses said to
me: “Almost any salesman has sense
enough to write a Christmas or anni-
versary card to a customer. A lot of
them, however, don't think in terms of
regular correspondence to make them-
selves better known and liked among
buyers. We consider this so important
that we issue a manual on letter writ-
ing and give assignments on it during
the sales training program.”

He also told me that some {rainees
exhibit poor grammar and spelling. If
that's your trouble, better brush up
fast. Poor penmanship may be forgiven
but not bad English. A salesman today
must be able to speak and write cor-
rectly. There are alds to help you over-
come this handicap. An English text or
grammar book can be bought at any
bookstore, Also, a number of schools
and colleges offer adult courses in Eng-
lish and composition. A few dollars
spent on such training will never be
regretied.

Well, we've gone around the track on
the subject of letter writing. Do you
make customers through your corre-
spondence? Try this guiz and see. A
score of seven “yes" answers indicates
you are using your epistolary skills to
good advantage.

Yes No
1. Do you usually write a let-
ter of thanks to a customer
who has glven you an

order? —_——

Yes No
2, Do you ofien send your
customers bits of informa- -
tion they can use? —_——
3. Are your letters readable
in terms of penmanship or
type? - —
4, Do you practice letter writ-
ing to perfect your style? — —
6. Are your letlers written in
a warm, friendly style? - —
6. Are they brief and to the
point? Y - —
7. Can you say that each of
your cusiomers has heard
from you by leiter at lenst
once in the past three
months? _ -
8. Are you on the lookout for
tips or ideas that you
might send to your custom-
ers? - -
9, Do you prospect by mail? — —
10, Are your letters paying
off? —_ -
(Copyright 1984—George N, Kahn)
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in all matters involving the examination, produc-
tion and labeling of Macaroni, Noodle and Egdg
Products.

1—Vitomins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Egas, Yolks and
Egg Noodles.

3—Samoline end Flour Analysis.

4—Rodant end Insect Infestation Investigations.
Microscopic Analyses,

5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director
156 Chambers Street
New York 7, N.Y.

THE MACARONI JOURNAL

Read the JOURNAL
every month for

News of the macaroni field
at home and abroad.

Technological developments
in manufacture & packaging.

Articles on sales training
and product promotion.

Advertising of bona fide
suppliers to the industry.

Twelve monthly issues $5.00;
Add $1.50 for foreign postage.

the
P.0. Box 336, Palatine, lllinois 60067

FEBRUARY, 1966

39




WAY BACK WHEN

40 Years Ago

® The Bureau of Chemistry ruled that
“colored" macaroni products would be
prohibited under the Federal Food and
Drug's Act as of April 1.

® An industry delegation appeared in
Washington for tentative definitions and
standards for macaroni products. Among
the suggestions submitted for consider-
ation’ that the use of the words “pastes”
o “alimentary pastes” be discontinued
in connection with the macaroni and
noodle business as detrimental to its
best interests; that all macaroni and
noodle products be packed properly in
a sanitary manner; that the general
definition more clearly explain the
meaning of the terms “semolina” and
“farina"; that the term “farinaceous
constituents" be made more clear to
include in this classification only wheat,
® Industry Notes: The Crescent Maca-
ronl and Cracker Company of Daven-
port, Iowa did more than a million dol-
lars worth of business in 1025, an in-
crease of over 20 per cent from the
previous year. International Macaroni
Moulds Company moved to larger
quarters on Third Avenue in Brooklyn.
A Bt. Louis macaroni company collector
was robbed of $430 while looking after
business of his company in Minneapo-
lis. The Greater Lynn Women's Club
(some 65 strong) inspected the Prince
Macaronl manufacturing plant in
Boston,

30 Years Ago

® Quality Is an osset — cheapness a
liability.

® Business was bad, s0 many problems
were discussed at the Mid-Year Con-
ference, including what to do about
poor quality products on the market,
the extensive use of coloring agents,
process tax refunds, slack-filled pack-
age regulations, rackets and shake-
downs. A

® Belt tightening extended 1o Associa-
tion services. It was noted that non-
supporting manufacturers and allies
have been permitted to attend all meet-
ings and conferences and to make use
of any knowledge gained from these
forums; the Assoclation has been free
in giving both information and service
to many who should be paying for such
services in the form of supporting dues.
Directors declared: “We will continue
to do our utmost in premoting the gen-
eral welfare of the macaronl industry
in this country, but our primary duty is

40

to our members, to those whose dues
enable us to carry on.”

20 Years Ago

® The semolina situation was serious—
it looked like dark days and gray maca-
roni unless the planting of durum
wheat was increased. Despite produc-
tion of more than 32,000,000 bushels
and a carryover exceeding 14,000,000
bushels, the increased millgrind for do-
mestic consumption and exporis was
running supplies short. Durum millers
enlisted the support of the Northwest
Crop Improvement Association in re-
questing the U, S, Production and Mar-
keting Administration to establish crop
goals of a minimum of 3,000,000 acres
for durum.

® A well-attended conference of maca-
roni manufacturers and suppliers was
held at Seaview Country Club, Abse-
con, New Jersey, On the agenda was a
discussion of the durum situation; the
consideration of various phases of price
cellings and subsidies by officials from
the Office of Price Administration; the
durum millers’ product promotional
program; voluntary efforts of the Na-
tional Macarcni Institute; descriptive
labeling; and, a report on slack-filled
packaging.

10 Years Ago

® The macaronl industry had had to
fight to hold its own in 1855 in the face
of raw material problems and increas-
ing competition from imported maca-
ronl and plentiful domestic foods, but
manufacturers were optimistic for pros-
pecis in 1856. [

® The U, S. Cha of Commerce had
prepared a report eople, Products

and Progress—187 ong their pre-
dictlons: A variet tritious foods
at lower cost; less ng in food cen-

ters with, electronic eyes compuling:
prices: indgllgitems; (tties with; fewety
problems;’ on 'larger silafwith

more outdoor work and play *
faster public transportation; more com-

fort everywhere, :
® There was lots of Lenten advertising
for macaroni and cheese. The Kraft'
Kitchens were advertising five ways to
fix macaroni with different cheese com-
binations. The Carnation Company was
promoting a new three-minute way to
make smoother cheese sauce to blend
in with macaroni comblnations. The
American Dairy Assoclation advertised
“This all-time favorite at iis best with
plenty of cheese,”
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Heinz Hits Highs &
Consolidated sales and earnings «f
H. J. Heinz Company established new
record highs during the six-month flscal
period ending in October,
Ouwsesm on sales «f
$9,722,538; e from earnings «l
on ' salle of $9,436,389 duriiy
the’omparablé: périod last year. Com-
menting on these results, Mr, H. J
Heinz 11 said™hat thé§earnings drop
was principally the result of declining
potato and potato product prices in the
wake of significant price 8 during,
the summer and of the, “start-up
costs involved in opening a new produc-
tion facility. Ore-Ida which has plantt
in Ontario, Oregon, and Burley, Idaho
recently opened a major frozen potato
’ ssing plant at Greenville, Michi.
r, Heinz sald that the company's
i S. tomato pack during the recent
harvest season was the biggest in the
company's 97-year history, exceeding
by marg than 13 per cent last year's
record pack. He pointed out, however,
that prices on some Heinz products,
notably ,tomato and pickle varieties,
have been raised slightly to partially
offset higher prices that the company
paid for Its raw products. ‘Increased
prices paid contract growers, he said,
resulted from a shortage of farm laber,
particularly in California and Michi-
gan, after Congress failed to renrw
legislation permitting entry of forelgn

3 td
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raphy, letterpress and gravure.
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BIG GAINS FOR MACARONI IN 1965

1G gains were chalked up for mac-

aroni in 1065, Contributions to the
National Macaroni Institute indicate a
12¢% increase In the East, which ac-
counts for 40% of the nation's total
macaronl production; the Midwest,
which accounts for about 30% of out-
put, showed a 4% increase; the South,
accounting for about 20%, marked up a
7% gain; the West, representing 10% of
industry output, showed a 6% gain.
Total national average was a gain of
8%, the best in several years.

The gain was not shared universally:
There were almost as many declines as
increases in the Midwest and Far West,
although the South and East showed a
greater number of increases. The pat-
tern was set by a good first quarter,
with potatoes short and meat prices
high, and plenty of publicity and related
item advertising for macaroni produets.

Lots of Pullicity

Macaroni publicity had major maga-
zine breaks in American Home, Better
Homes and Gardens, Family Circle,
House and Garden, Parents’ Magazine,
Redbook, Sunset, Tan, Today's Health,
True Confessions and True Story. There
was Lenten advertising for macaroni
with related items in Ladies’ Home
Journal, Good Housekeeping, McCall's,
Family Circle, and Life Magazine. For
example, Contadina Tomato Paste ad-
vertised a wide variety of sizes and
shapes with which their product would
go as “a general sauce.”

Newspaper stories publicized spa-
ghetti, macaroni and egg noodles cvery
month in the year in Sunday supple-
ments, syndicated columns, and general
background material sent to food edi-
tors in major markets.

In the last quarier of the year, pro-
tection against price advances in the
East also stimulated production.

Unusual Crop Y.

It was a most unusual y. «r as far as
commodities were concerned. Durum
planting was late because of a cold, wet
spring. There were floods and tornados
in the Minneapolis milling area during
the Easter period. A good growing sea-
son produced a lush crop which was
always ten doys behind average and
created optimism among the millers

who booked heavily in August befoie

the rains came after Labor Day. Ten
weeks of rain halted harvest and sprout-
damaged 10,000,000 to 15,000,000 bushels
of the crop which was finally set at
68,886,000 bushels.

In October, 25,000 metric tons (918,000
bushels) of No. 3 or better Hard Amber

4

Durum was made available to India
under Public Law 480, The Durum In-
dustry Advisory Committee was ex-
ploring whether or not it would be
possible to send sprout-damaged durum
to India or other food and feed deficit
areas so this nutritious food could be
utilized In means other than the mill-
grind, Sprouted durum does not make
a good macaroni product,

Durum exports were up sharply com-
pared with the year previous, undoubi-
edly influenced by large Canadian sales
to China and Russia. Great Plains
Wheat, Inc. complained about the gov-
ernmental policy requiring shipment of
U. 8. wheat in U. S. ships, saying that
50% of nothing was nothing.

General Mills Quits

General Mills shook the industry with
their announcement in June that they
were closing nine of thelr seventeen
mills including their durum operations.
Soize_of this_capacity_was_picked up

In_the year with expansion of fa-

—cllities by Peavey Company Flour Mills™

__in Grand Forks, North Dakota, and by

_I_i'ilbmﬁtlanif'_ﬂi_llihjs:t_ﬁéri{ﬁirijﬁ b
The Egg’ Btory

Egg prices touched a twenty-four
year low in January, and there were
complaints that a price break at that
time cost more than the 1864 Govern-
ment purchasing program. Current re-
ceipts in the Chicego market were as
low at 20.5 cents a dozen with frozen
whole eggs selling at 20,75 cents per
pound. The best time to have bought
frozen yolks with 45% solids was in
early March when they hit their low of
44 cents to 50 cents a pound. Through-
out the year, No. 4 and No, 5 color com-
manded six to eight cents a pound pre-
mium.

Immediately after Easter, {frozen
whites were at a low of 0,75 cents per
pound, with dried whole eggs ranging
90 cents to $1.00 a pound and dried
yolks 96 cents to $1.04 a pound.

By year's end, current receipts in
Chicago were ranging 36 to 39 cents a
dozen, frozen whole eggs sold for 20.5
to 30.5 cents a pound, whiles were up
to 16 and 17 cents, dried yolks and
dried whole eggs sold in a range of
$1.30 to $1.35.

The first rebound for eggs started in
Moy because of higher meat prices, and
in September the Government an-
nounced large purchases of whole egg
solids for Viet Nam. U. 8. Department
of Agriculture officials predicted egg
production to be below the last quarter
of 1865 and the first quarter of 1986
until flocks could be replenished.

Containers Rise

Container prices were raised about
10% in Augusi, but packaginrg con-
tinued to be one of the hottest buys in
advertising today—and the least under-
stood. So sald Steve Barker, manager of
market development for Continental
Can Company, at the Packaging Show.
He said: “While packaging is the big-
gest ~@sadvertising media reaching far
more pecple than all of the conven-
tiona) advertising the product can af-
ford, businessmen haven't bothered to
measure its coverage. As a marketing
tool it is poorly understood, generally
mismanaged, and barcly exploited.”

In July, the Natlonal Trucking Board
proposed that frelght rates be hiked on
merchandise less than 12 pounds per
cublc foot, which would have resulted
in some 42% higher costs on some
noodle products. This was opposed by
NMMA representatives and is still
pending.

Higher Food Prices

In November, the Government an-
nounced that unemployment had reach-
ed its lowest point since 1857, and
skilled labor was most difficult to find.
Government forecasters also predicted
that lood prices would keep rising as
meat, bread and milk would grow more
expensive. Bread prices, boosted about
a cent a loaf in November by some
bakers, would likely be pushed higher
by mid-1966 because of the increnses in
wheat costs under the new farm law.
Commodity Credil Corporation re.
leased high-protein wheat for bread
making at the current market price or
108% of what Government support
price plus carrying charges were, which-
ever was higher. Later they announced
that this would apply tn any wheat
they held.

The Farm Bill

The Farm Bill discussions staried in
March, but with controversy on cotton,
rice, and the so-called bread tax which
was an excise tax on millers by increas-
ing the rate under the certificate plan,
it took until October to get the measure
passed. Not completely satisfactory to
anybody, it does set up a four-year pro-
gram, which should simplify planning
for that period at least,

Early in 1065 it was predicted that
Government programs and policies
would loom larger in business. Three
big Federal guns were leveled at the
food industry in the form of a National
Commission on Food Marketing which
held hearings on chain store operations,
meat packing, produce, and sent ques-
tionnaires out to the baking industry;
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Esther Pelersen's Consumers’ Coun-
cils, which amounted mostly to Mrs.
Petersen's giving talks at varlous food
group meetings; and the Hart bill. The
Hart bill did not pass but will undoubt-
edly come up for conslderation again in
the next session of Congress.
Meanwhile, the Grocery Manufac-
turers of Ameroca, Inc. has developed
a voluntary compllance program for
packaging and labeling, and an indus-
ity committee on welghts and measures
Is working In the area of rules and
regulations with the National Assocla-
tion of Welghts and Measures Officials.

Wheat Foods Foundation

While shooting 2t business on one
hand, the Department of Agriculture
was trying to be helpful on the other in
sponsoring interindustry meetings for
the Wheat and Wheat Foods Founda-
tlon composed of wheat growers, mill-
ers, and end product manufacturers.
Meetings were held throughout the year
to consider a program and means of
financing. In April a banquet was held
in Washington to announce an outline
for proposed research on wheat's con-
tribution to human nutrition. The Farm
Bill debate postponed decisions on
somg of the important matters, but the
project looms large in helping the wheat
industry in the future,

Organizational Changes

At the Grocery Manufacturers of
America convention, Paul 8. Willis
stepped down as president after a long
period of valuable service. He will con-
tinue to serve on the Board as president
emeritus, while George Koch takes
over as the active head. Don Fletcher
of the Crop Quality Council retired at
the end of the year, afler contributing
40 years of service to the Midwest agrl-
cultural scene, Gene Hayden takes over
as president.

Assoclation Meetings

The National Macaronli Manufac-
turers Association held regional meet-
ings in the spring in Los Angeles and
San Francisco and in the fall in New
York City. National meelings were held
in Florida and New York City where
Macaroni Day was celebrated at the
World's Fair on July 11,

As the economic boom continues into
its sixth year and the Great Society be-
comes more complicated, its impact will
be felt on the food business. What those
changes will bring to macaroni manu-
facturers in 1066 and the decade ahead
was the subject matter discussed at the
Winter Meeting at the Hotel Diplomat
in January.
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INDUSTRY LEADERS

Fred Spadafore

LTHOUGH macaroni makers mark-

ed up new highs in 1965 in produc-
tion and sales, there muy be a bumpy
road ahead.

NMMA President Fred Spadafora of
the Superior Macaroni Company of Los
Angeles is of the opinion that the re-
tailer is not allocating as much space
for the display of macaroni products as
he used to, and in some instances has
even limited his cholce of products to
one brand and has eliminated some of
the sizes and shapes offered. The gro-
cer's reasoning apparently is that with
5o many new products being introduced
to the market, he has to condense his
space to make room for these new
items.

Lots of Competition

“We are in competition with many
prepared foods," says Mr. Spadafora,
“Including prepared dinners which are
becoming a big factor in the market.
Frozen foods, with many macaroni
combinations, are growing fast, Canned
spaghetti is a sizable competitor.

“It |s my personal opinion,” continues
Mr. Spadafora, “that the industry has
not kept up with changing times, and is
not putting forth enough effort to meet
the requirements of the new generation
whose eating habits are changing rapld-
ly and who are buying food products
that are convenient, fast and economi-
cal. We have got to look for new prod-
ucts to meet these changing times."

Mr. Spadafora is of the opinion that
the Increasing consumption of combina-
tion dinners will cut Into consumplion
of the dry product used in home recipes.
“You will note,” he says, “that these
combination dinners are being merchan-
dised with other ingredients, where the
quantity of macaronl is very small, and

the housewife in serving these products
does notl prepare the same quantity as
if she were preparing her own recipe as
a main course instead of a side dish.”

Mr. Spadafora expresses concern that
too many manufacturers of dry maca-
roni products will become suppliers to
the national advertisers and merchan-
disers because it is easier 1o meet the
problems of production than the prob-
lems of marketing. The marketeers will
control the market, he concludes.

There is hope in the [uture, he states,
if macaroni manufacturers revamp their
way of thinking and modernize their
fdens. With the increasing population,
stable consumptlion will mean more
production, but it is going to take the
new idens and new products to shoot
macaroni product sales up as they went
after World War II.

R. L. Cowen Says:

Robert I. Cowen, executive of A,
Goodman & Sons, Inc, Long Island
City, New York, and first vice-president
of NMMA, when asked for prognostica-
tions, replied that if he were able to
forecast accurately what conditlons
might be, he would probably spend
more time in Wall Street than In the
macaroni Industry. However, he sees no
startling changes in 1066, “I think busi-
ness in our industry will continue along
the same lines as it has for the past
several years,” says Mr. Cowen, “al-
though I believe that the recent raising
of prices will help offset the increased
costs of lubor, raw materials and serv-
jces that oll companies have experi-
enced.

“Undoubtedly in the future, there
will be more mergers of companies, and
the number of individual manufactur-
ing concerns will grow less as the years
go by. Big business seems to be the
order of the day, and it is very difficult
for small companies fo face competi-
tion such as they get from the giants.
I also feel that many macaroni com-
panies will branch out into other prod-
ucts, because the volume sufficient to
maintain large companles is just not
there with the present product lines we
produce.”

He continued: “I have the personal
opinion that the standards of identity
for the macaronl industry are too rigid
for sufficlent research and development
of new products, but even changed, the
industry would have to show a grealer
degree of imogination in the future
than they have in the past.”

(Continued on page T)
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Swing-Out Panels provide easy access
for inspection and cleaning, Requires less
than o minute to remove.

S-Element Aluminum Drying Belt.
Stronger, more rigld than any screen
conveyor. Stays clean for there's no wire
mesh In which dirt can lodge. No belts to
loosen, no screens fo mend,

Shaking Distributor prevents product
from adhering when it first enters the
Dryer. Spreads goods evenly over the
belts for mere uniform drying.

Modern Auvtomatic Dryer gives yovu

stronger, better-looking short goods

Inside this eficient, modern Dryer, temper-
ature, humidity, and air circulation are
precisely regulated to produce short goods
of finest quality.

By matching temperature to the product’s
capacily to release moisture, BUHLER Dryers
are able to use higher temperatures, thus
cutting drying time to as little as 4 hours
for certain products.

Sanitary. From entry to discharge, the
product touches non-corrosive mat:rials
only, ButLER swing-out panels make :lean-
ing an easy task, and off-the-floor co istruc-
tion likewise simplifics sanitation.
Pre-dryer. You can also imprcve your
present drying operation by in:talling a
BunLer Preliminary Dryer in your present
production line.

More than 200 BuHLer Drys=rs are now
operating in the United Statcs and other

countries. 1t will pay to investigate how you,
too, will profit by drying the BuHLER way.

¢ Specially-designed swing-out panels

o Super-sfficient insulation stops both
heat and vapor

* Sanitary off-the-floor design prevents
condensation on floor underneath

« Patented aluminum alloy conveyor

» No mixing of different type products
because conveyor slements empty
completely

* Positive air circulation dries unitermly
over entire width of bel

* Needs practically no attendance

» Economical, Requires relatively litile
power, hea!, or maintenance

Complete Macaroni
Plants by

BUHLER

THE BUHLER CORPORATION, B925 Wayzata bivd., Minneopolis 26, Minnesola. Phone Liberty 5.1401
BUHLER BROTHERS (Canads) LTD., 111 Queen Street East, Torenlo 1, Onlarlo. Phone EMpire 2.2575
Sales Office: NEW YORK CITY, 230 Park Avenue, Phone MUrray Hill 95446

Leaders Point to Problems—
(Continued from page 5)

Peter J. Viviano of Delmonico Foods,
Inc., Louisville, Kentucky, second vice-
president of NMMA, notes that the
American public is eating nut more
each year. He states: “Unless the maca-
roni industry does more than they have
been doing in the past, we stand to lose
out on this ever-increasing eating habit.
In my travels, I note that the Eastern
restaurants and a few Italian type rs-
taurants in metropolitan arecs have
sufficient knowledge of our products to
make an appetizing dish most of the
time. This is not the case in all sections
of the country, or even in other sections
of so-called metropolitan areas.

“] feel the Eastern manufacturers
have closed their eyes to this problem
because they haven’t scen what is hap-
pening in other parts of the country.
But the country as a whole is becoming
a hamburger and convenience food
market. If we are to survive and main-
tain an Incrensing per capita consump-
tion of our products, we will have to
recognize this problem in the very near
future, as it s almost too late now. Long
range planning is essential not only for
this aspect of market growth but for
overall industry progress.”

Orbital Noodles

Mrs. Slaby's Noodles have orbited the
earth and may soon be on the menu of
the man in the moon.

Noodles produced by Mrs. Slaby's
Noodle Co.,, Berwyn, Ill, orbited the
earth recently with astronauts Gordon
Cooper and Pele Conrad during their
Gemini space flight.

“The noodles are cooked with various
meat sauces and put in tubes ex-
plained Jerry Slaby, owner and op-

.

Jarry Slaby, right, of Mis. Slaby's Noodle Company, shows some of his “orbital” noodles 1o

erator of the company. “"When the us-
tronauts eat, it's just like squeezing
food from a tube of tooth paste.” In
fact, Slaby understands that his noodles
have performed so well in space that
the government plans to use them on
the Apollo manned flight to the moon.

The majority of Slaby's cuslomers
ar: located within 100 miles of Berwyn,
a Chicago suburb, so you might won-
der how the National Aeronautics and
Space Adminisiration (NASA) found
out about his noodles. One of his local
customers, however, is the 5th Army
Corps must have recommended him to
Quartermaster Corps. Slaby thinks the
NASA.

Angel Halr

“The quartermaster people started
calling my noodles ‘angel hair' because
they're so thin,” he says. “When we get
orders from the Army, they always spe-
cify ‘angel hair spaghetti’ But they're
not really spaghetti; they're noodles.”
—And when the order came from the
food contractors for the Gemini flight,
it also specified “angel hair spaghetti.”

NASA asked for his noodles, Slaby
says, because they respond well to the
freeze-dry process used for the astro-
naut's food. Experiments revealed that
Mrs. Slaby's Noodles would cook with
a meat base, freeze dry, and could be
re-hydrated and packed in tubes with-
out falling apart.

“Our noodles are still made the old-
fashioned way with 100% Durum,”
Slaby explained. “The dough is worked
and then allowed to rest to let chem-
jcal action blend and intervolve the
ingredients.”

Ronco Receives Award

Ronco Foods, Memphis, Tennessce,
and Simon & Gwynn, Inc,, their adver-
tising ngency, have received the first

Anthony L. DePasquale, U.S. durum products sales manager for International Milling Com-

pany.
FEBRUARY, 1966

Albert Robilio, left, president of Ronco
Foods, Memphis, is shown receiving the first
award ever presented by Mutual Transit Ad-
vertising, Presentation was made by Tom
O'Ryan, president of Tom O'Ryan Advertis-
ing Compony.

Mutual Transit Advertising award pre-
senied in the United States. The presen-
tation was made during the recent an-
nual Ronco sales meeting held at the
Claridge Hotel. The plague was pre-
sented to Mr. Albert Robilio, president
of Ronce Foods, by Tom O'Ryan, presi-
dent, Tom O'Ryan Adverlising Com-
pany.

To recognize outstanding advertisers
and their ogencies who have developed
creative ad campaigns in transit ad-
vertising, Mutual Transit Advertising,
the national selling organization for the
transit industry, recently inaugurated
this award. To qualify for the award,
advertisers must have used transit ad-
vertising at least six years .

Long Time Adveriiser

Ronco Foods have used bus advertis-
ing since 1938 and have ploneered many
new innovations in the use of king-size
bus posters. Three years ago, Len Juen-
gling, exccutive vice president, Simon
& Gwynn Advertising Agency, working
with Tony Giannini. Ronco advertising
and promotion manager, and Dave Kofl-
man Displays, developed the first king-
size bus poster ever printed on vinyl
plastic. The vinyl bus poster was used
for an entire year without fading, Paper
posters have a life of only about 90
days.

Ronco bus posters for 1966 will make
use of removeable vinyl copy pancls
so the basic poster can be used for the
entire year with copy changes to fit
seasonal promotions.

Flavors Added

Vegelable beef and chicken vegetable
Navors have been added tu the dry
soup mix line of Thomas J. Lipton, Inc.,
Englewood Cliffs, New Jersey.

The chicken soup includes chicken
bits, vegetables and star-shaped egg
noodles. The beef mix contains beef,
vegetable and barley. Boath products re-
tail for about 39 cents for a two-en-
velope package.
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Skinner Displays
Spaghetti Cooker

The homemaker who wants to elimi-
nate juggling a potful of boiling hot
waler when she prepares macaroni or
spaghetti will love Skinner Macaroni
Company’s Spring, 1966 display promo-
tion.

1t features a consumer offer on a
G-quart aluminum $5.00 spaghetti cook-
er for only $3.00 and labels from any
three Skinner packages. The display
period is February 21-April 10, tied to
the Lenten season which begins Febru-
ary 23.

Long Success Story

The spaghetti cooker has a long his-
tory of success as a Skinner premium,
primarily for iwo reasons: it is hard to
find in hardware and department stores,
and it simplifies work for the house-
wife. She merely lifts out the strainer
from inside the cooker and her spa-
ghetti is drained,

The grocer earns a cooker for him-
self by setting up the required display
of product and spaghetti cooker. A spe-
cial display card with spaghetti cooker
mounted in it shows all three pieces of
the cooker. It makes a sirong focal point
in the disploy and puls exira excite-
ment in the slore.

Polnt-of-Sale

Store banners und order blank pads
also are avallable for point-of-sale mer-
chandising. A strong advertising pro-
gram will support the promotion in
newspapers, Good Housckeping, Pro-
gressive Farmer, Family Circle, and
Woman's Day.

Spoghetti-Cooker Promotlon, Many grocers
will be using disploys like this in !kinner
Macaroni Company's Spring, 1966 Spa-
ghetti-Cooker display promotion. The special
display cord showing all three pieces of the
spoghetti cocker is the centerpiece of the
display.

La Rose Contast. When Frank Gifford, CBS sportscaster ond former N.Y. Giant haliback,
agreed to draw the winning entry in V. Lo Rosa & Sons’ "It's the Woman Who Wins" no-
tional contest, he had no idea the drawing would coincide with the historic Gemini 7/6 wpace
rendezvous. But President Vincent S. Lo Rosa simplified matters. He brought the entries 10
Gifford at the CBS news room, and the draviing wes held ogainst a bockground of television
monitors, broadcasting astrenauts, and clattering teletype machines.

The Lo Rosa contest, billed as “'the most exclusive contest anyone has ever run,”” was
open to just 200 women—the families of chain store buyers, store managers, retailers and

store merchandising executives. Every woman w

ho participated received a salad bowl with o

gold base, plus a matching gold serving spoon and fork. Grond prize was a 1946 calor 1ele-
vision set, Participants received a copy of Lo Rosa's television schedule and were asked to
tune in the company’'s commercials. Then they onswered the question, “Why is Lo Roso

more golden than any other brand?"

Shown Is Vincent S. Lo Rosa, lett, holding the box of entries, os Frank Gitford reoches
in to pick the winner. The grand prize went to Mrs. Mary Delaney, of Albertson, New York,
mother-in-law of Thomas Shiels, buyer ot Hills-Korvette, Inc.

Golden Grain Goes to Color

Color will be used by Golden Grain
Macaroni Company in nearly all its ad-
vertising both on network television
and in newspaper Sunday magazines
during 1866, according to Tom De-
Domenico, director of sales of the San
Leandro, Calif., firm.

Golden Grain will spend more than
$4 million next year in a promotional
advertising program, making the com-
pany the nation's leading adverliser of
convenience foods.

Ten ABC-TV and three CBS-TV day-
time network programs will carry a
total of 26 hard-selling commercials for
Rice-A-Roni and Noodle-Roni to ap-
proximately 27 million homes cach
week

TV Spols

A heavy schedule of local television
spots in key markets will include both
day and nighttime programs.

“We're going heavier into color than
ever before because sales of color tele-
vision sets are increasing rapidly,”" De-
Domenico said. “By the end of 1906,
it 1s estimated that over 8 million such
sets will be in use in American homes.
This opens a broad new avenue in
which we can present our story in
bright, attention-getting fashion."

San Francisco will continue to be the
theme of Golden Grain's color tele-
vision commercials, with flashing
scenes of vhinatown, the bay and the

Tom De Domanico

city’s most familiar symbol of all—the
cable car,

But the “big sound" of current popu-
lar music also has been added to Rice-
A-Roni snd Noodle-Roni commercials
this year to give them un entirely new
look.

The ABC-TV and CBS-TV network
shows which will carry the Golden
Grain commercials weekly during 1806
include: “Mike Wallace News,” “I Love
Lucy," "Andy of Mayberry," “The Mc-
Coys,"” “A Time for Us,” “Donna Reed

(Continued on page 10)
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When Did Americans First

Enjoy Macaroni? Domestic

macaroni first appeared

in this country about 1848,

well over a hundred years

ago. It was introduced in the

Enst and gradually spread

A through the Middle West,

| being sold only in apothecary

/ shops and recommended
chiefly for infants and invalids.

By 1900 there were only a handful of
macaroni factories, with a combined out-
put of 500 barrels a day.

And then, in 1898, C—
an especinlly hardy
variety of durum was
brought to America
from Russia by the
United States
Department of
Agriculture,

Macaroni manufacturers were quick to
realize the advantages of this new wheat.,
Durum production increased. And the
Macaroni Industry in America began to
flourish,

New, high-speed machines were invent-
ed. Automatic dryers were developed.
Macaroni's popularity continued to in-
crease, and so did
production,

And this
popularity has
continued to
grow, Today,
over one billion
pounds of
macaroni are
consumed
annually in the United States, and maca-
roni is served and enjoyed in nearly every
home. In fact, macaroni is now a staple
in the food diet of the world!

To satisfy this demand for high-quality, appetizing
macaroni, depend on King Midas Durum Products

‘n

PEAVEY COMPANY
Flour Mills
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Golden Grain Goes to Color—
(Continued from page B)
Show," “Father Knows Best,” “The
Nurses,” “Young Marrieds,” “"Never Too
Young," “Where the Action Is," “Su-
permarkel Sweep” and “Dating Game.”

Twelve large, full-color Golden Grain
ads will appear throughout the year in
137 Sunday newspaper magazines,
reaching almost 40 million homes each
time. This represents 72 per cent of all
the homes in the United States, De-
Domenico said, Each Sunday magazine
advertisement will include a coupon
which can be redeemed al a food store
foward the purchase of Golden Grain
convenicnce products.

McCann-Erickson, San Francisco, is
Golden Grain's adverlising agency.

Mrs. Maria DeDomenico Dies

Mrs. Maria DeDomenico, 82, an Ital-
inn immigrant and co-founder of one
of the world's largest family-owned and
family-managed macaroni comparies,
died in o San Leandro, California nurs-
ing home on December 14.

In 1912 it was Mrs. DeDomenico who
persuaded her husband Domenico to
sell the vegetable and poultry business
he had built up in the San Francisco
area and make macaroni using the
recipe that had been handed down to
her through generations of Old World
cooking.

Mrs. DeDomenico became the guid-
ing spirit behind the growth of Golden

Grain Macaroni Company and served
as a director until she was past 890,

Born in Naples, Mrs. DeDomenico's
father owned two macaroni factories,
one in Salerno and the other in Vietre
Sulmare, Her father left much of the
management of his business in the
capable hands of his daughter, and it
wasn't long before Maria had learned
all there was 1o know aboul making
pasta.

Firm Founded in 1912

The firm she and her husband found-
ed in 1912 was first known as Gragnhasio
Products, Inc. During the first years of
the business, the DeDomenicos sold
macaroni products in bulk Ints of 20
pounds or more, mainly to Italian-
American families in and around San
Francisco.

The DeDomenico macaroni business
grew steadily. In 1934 the firm changed
its name to Golden Grain Macaroni
Company and began to marke! its mac-
aroni products in smaller packages.
The company continued to expand un-
til it was operating six manufacturing
plants and 20 warehouses. The latest
manufacturing facility, a $12.million
automated factory, was built in Chicago
in 1962,

Sons Take Over

Mrs. DeDomenico's husband died in
1843. With his death, the management
of the company was passed 1o his three
sons: Paskey became president, Vin-
cent was appointed secrelary-treasurer

Noodle-Roni I.tnmunull, a dinner of tender thin enriched epg noodles and sour cream.cheese

sauce mix, has been introduced by Golden Groin Macaroni Company. The é-ounce carton
which serves four 1o six persons includes a genarous portion of noodles and a hondy alumi-
num-foil envelope of souce mix which consists of cheddar cheese, dehydrated vegetables, dry
milk ond concentrated sour cream and whey. Milk and butter or margarine are added to the

noodles, along with the souce mix, rtter cookin
less than ten minutes. Consumers are Leing "of

during the introductory period.

?. The dinner con be completely prepared in
er

ed six cents off the regular 49-cent price

A push-in thumb hole facilitates opening of the carton, the back of which has cooking
directions and suggestions for additionol main dishes. The red, yellow ond wine carton is
supplied by Fibreboard Company. A heavy schedule of network and local spot television com-
merciols, ond advertisements i leading newspoper Sundoy magozines, all in color, will pro-
mote Noodle-Roni Romanolf and other Galden Grain food products. Golden Grain is the cre-
ator of Rice-A-Reni, Noodle-Roni and other convenience dinners,

10

and general manager, and Thomas was
named vice president and director of
sales. The third generation of the fam-
ily joined the Golden Grain manage-
ment in 1959, when Mrs. DeDomenico's
grandson, Paul, was appointed national
sales and advertising manager.

It was the introduction of a rice prod-
nct called Rice-A-Roni in 1058 that
sparked Golden Grain's most rapid
growth period. Five years later the
company marketed a line of marcaroni
and egg noodle convenienre dinners
that accelerated its growth, The recipes
for many of these products were de-
veloped by Mrs. DeDomenico in the
kitchen of her modest San Francisco
home.

Don Fletcher Retires

Donald G. Flelcher, president of the
Crop Quality Council, retires after more
than 40 years of service to agriculture,
Totton P. Heffelfinger, chairman of the
Council's board of direclors, has an-
nounced.

Fletcher has been actively nssociated
with the development of agriculture
since he joined the staff of the Rust
Prevention Association in 1822, He
served as head of that organization un-
til 1980, when it and the Northwest
Crop Improvement Association were
merged to form the Crop Quality
Council.

Research Pays OH

The bumper crops of spring wheat
and durum harvested in the Upper
Midwest during the past several vears
are a tribute to many of Don Fletrher's
efforts, Heffelfinger sald. Fletcher has
long been a spokesman for increased
support of research and extension pro-
grams affecting all crops in this area.
The winter seed increase program. he-
gun in Mexico in 1854, played a vital
role in protecting spring wheat and
durum from stem rust attacks which
have heuvily damaged susceptible win-
ter wheois in receot vears. Justin
wheat, now grown on more than 60 per
cent of the North Dakota soring whent
acreage, was first Increased in this
Courell sponsored progrom a few years
agw, Heffelfinger said.

From Minnesola

Fletcher, born and raised on a Min-
nesota farm, has worked to strenathen
research of direct benefit to agriculture,
business, and the entire Upper Midwest
economy. As a resull, better crops have
meant grain for processing, impreved
farm purchasing power and increased
demand for transportation, furm imple-
ments and the many services required
by modern agriculture.
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Donold G. Fletcher

Organizational Assignments

Eugene B. Havden. executive vice
president, has assumed stafl responsi-
bilities for Crop Quality Council pro-
grams as of January 1, assisted by
Vance V. Goodfellow, Council seeretary.
Prior to joining the Council staff, Mr.
Hayden had been involved in rust re-
search for the United States Depart-
ment of Agricullure from 19851 to 1956,
stationed at the University of Minne-
sota, Since then he has heen active in
all phases of the Council's program, and
recently returned [rom visits to agri-
cultural arcas in Colombin, Ecuador,
Peru, Chile and Argentina. Mr. Good-
fellow had served for 12 years as asso-
ciate state entomologist for the state of
North Dakota prior to joining the Coun-
cil in 1961,

Totton P. HefTelfineer o hoard mem-
ber for many years and rhairman of the
Peavey Company board, woas elected
chairman of the Crop Quality Council
atl the annual meeting on December 14,
1965. Mr. Hefelfinger replaces P. Nor-
man Ness, president of International
Milling Company. Tne.. who relinquish-
ed the chairmanshin, but who will con-
tinue as a director,

Jay A. Bolton, president of Atwood-
Larson Company, was named vice
chairman, and Leonard P. Gisvold, vice
president  of  Northwestern  National
Bank of Minneapolis, was elected treas-
urer. John M. Budd, president of the
Great Northern Railway Company, was
named railroad representative on the
Council board, succeeding Leonard H.
Murray, president of the Soo Line Rail-
road Company.

Organizational Goals

The Crop Quality Council, organized
in 1922 by representatives of industry,
now promoles and fosters research, ed-

FEnRuARy, 1966

ueational, and pest control programs
fTfecting all northern grown crops. It is
financed by industries which handle
and process agricultural erops,  busi-
nesses which supply the farm markel
with goods and services, and individaal
farmers,

Other members of the hoard inelude:
Messrs. Dean McNeal, executive vice
president of The DPillsbury Company:
Lioyd E. Skinner, National Macaroni
Manufacturers Associntion; T. F. Too-
ey, vice president, Farmers Union
Grain Terminal Associntion; and E. W
Ukkelberg, vire president, Deere &
Company, Moline, Hlinois.

P'envev Adds to

Durum Capacity

Peavey Company Flour Mills has
completed the conversion of its mill at
Grand Forks, North Daketa to a 100
per cent durum ooeration, with daily
eanacily of 2,200 cwts. When combined
with Peavey's durum milling canarity
at Superior, Wisconsin at o rate of 8,200
ewis. per dav. the combanv aggregale
daily production canacity tor semolina
and durum flour is 10400 ewts.. rankine
it as the leading durum miller in the
United States.

A substantial improvement procram
was carried out at the Grand Forks
mill. which is described as one of the
rompany's most historic plants, Tt was
built in 1878 by Hirom Walker in whmt
wias then the Dakota Territory, and the
initial daily capacity was 350 cwis, The
improvements include facilities  for
londing semolina in hoth baes and bulk.

Peavey's flour mill at Minot, North
Dakola has been enlarged to suoply
flour that was previously milled @
Grand Forks.

Doug Johnson is manager at the
Grand Forks mill, Dennis Tancen s
assistant manager, and Jerome Andres
is mperintendent.

Accordineg 1o Peavey, the Grand
Forks mill will senply semolina and
durum flour for Midwestern and Waoest
Const customers, and the Sunerior mill
will serve markets on the East Coast
anel in the South.

Peavey  Companvy  Flour Mills, of
which Mark W. K. Heffelfineer is nrosi-
dent. also operates flour mills at Alton,
Mlinois.  Billings, Montonn, BulTalo,
New York, and Dallas, Texas. Its agere-
rate daily wheat four milling capacity
is in excess of 60,000 cwis.

Dividends Declared

Doughboy Industries, Ine. of New
Richmond, Wisconsin, has deelared o
regular  quarterly  dividend of 120
cenls o share on the company™. com-
mon stock. It was payable Junuary 31

to shareholders of record dated Junuary
7. There are 533,539 shares outstanding.
International Milling Company of
Minneapolis has declared o regular
quarterly dividend of 30¢ a share on ils
common stock, payable January 15 to
holders of record December 30. Inter-
national has 2,351,083 commoun shares
outstanding. The regular quarterly divi-
dend on the company's four series of
preferred stock was also declared.

Wedding Bells

Melanie Diane Amato became Mrs,
Frederick Maleolm Gutterson on Nos
vember 20, The bride is the daughter
of Mr. and Mrs, Juhn Amato of the
Clermont  Machine  Company.  The
bridegroom is son of Mrs. Harry Gui-
terson and the late Mr. Gutterson.

The marriage took place at St Mary's
Romuan Catholic Church in Manhasset
with a reception following at the Plan-
dome Country Club,

The bride, an alumna of Murywood
College, Scranton, Pennsylvania, is o
public school teacher in Commack. Her
husband attended Fordham University.
He is associated with Container Trans-
port International.

The couple honeymooned in Jamaica
und are residing in Douglaston,

Mr. and Mrs. F. M, Guttcrson

I's not always easy:

To apologize . . . to begin over again

.. to admit error to tuke advice
.« 10 be unselfish . . . to keep on ry-

ing . . . to be considerate and patient
..« 1o think first and aet seeond . . . to
profit 1+, inistakes . . . to forgive and

forget 1o shoulder the blame that's
coming to you . . .

But it helps to make this world o
better place for everyone to live in
And, it pays.

11
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DEMACO sHORT cuT PRESSES
'S
1" CHOICE

UNIFORMITY OF CUT

WITH NO VARIATION

BETWEEN THE TWO HEADS
P2

¥

ENTIRE MIXER i
ENSURES

PERFECT
GOLDEN COLOR

SLOW EXTRUSION
OVER 2 DIES
PRODUCES SHORT

CUTS WITH EXCELLENT

COOKING QUALITY

USE OF EXISTING STANDARD
DIES WITH NO GADGETS
TO CORRECT FLOW.

CENTRAL POLE
SUPPORT ON DIES TO

- PREVENT BENDING OF DIES

SIMPLE

s "~ SINGLE
PRODUCTION: 2999 1p.. Par Hour T il

—

; Western Representative: HOSKINS COMPANY De F M c
. P.0. BOX 112 ® LIBERTYVILLE, ILLINOIS, US.A. ® TELEPHONE: 312-362-1031 D,Ewco E FRANCISCI ACHINE ORPORATION
) 46.45 METROPOLITAN AVENUE. BROOKLYN, N.Y. 11237, US.A.
CABLE: DEMACOMAC PHONE: 212—-386.9880
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RGING food brokers to continue
their growth pattern for the fu-
ture, National Food iirokers Associa-
tion President Watson Rogers called for
a new look at the changes taking place
in the food industry. H2 addressed the
General Business Session of the 62nd
Annual NFBA Convention in New
York. He announced the creation of
new department In the National Food
Brokers Association, designed to as<ist
food brokers in their efforts to keep
ahead of the rapid changes taking place
in the food industry.

Change! Changel

Change! Changel Change! was the
theme of his talk. The food broker must
continue to grow as other segments of
the industry have grown, said NFBA's
President. “The old saying ‘you must
grow or go' was never more true than
today. The wholesalers who falled to
grow were eliminated. This was also
the case in the retall fleld. Some retall-
ers didn't want to make the effort to
expand by joining the rat race of the
supermarket operation. Now they are
being eliminated by the growth of the
multiple unit operators of the modern
convenience stores,"”

One of the changes affecting the
brokerage profession, said Mr. Rogers,
is that food brokers are not just evalu-
ated by their ability to sell or by their
friendship with the local buyers. Today,
they are also being judged by their
ability to develop and train men—the
abllity to get things done through other
people. “The way you develop, train,
and motivate other people will spell
success or failure in many instances,
This is especially true in the larger
markets," he sald.

Management Bervice

Food brokers were told they cannot
take the easy way of retalning the
status quo. Because the need for growth
is Intimately conneclted with manage-
ment training as well as an awareness
of growing trends in the food industry,
Mr. Rogers said that NFBA is estab-
lishing a Management Service Depart-
ment 1o help those food brokers who
want 1o make the exira effort in order
1o go forward, This department will in-
augurale new programs, designed to
help food brokers with their manage-
ment problems, and to assist them in
“meeting the changes” that are taking
place in the food Industry.

The details of this program are being
developed and carefully supervised by
the NFBA Research and Operations
Committee. Full details will be review-
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ed regularly with the NFBA Execulivu
and Advisory Committees. All of these
brokers plus many others will carefully
scrutinize all programs to be surc they
are in accord with the needs of the
modern food brokers.

In concluding, Mr. Rogers said,
“Every effort must be made to be sure
you are making the proper manage-
ment decisions by choice and not by
chance. It is time for you to takc 2 seri-
ous look and ask yourself iwo questivns:
‘What is happening to my company the
way It is being managed today?'; ‘Are
we making the necessary adjustments
to meet the changes taking place in the
food industry?’. In closing, I pose this
question to each one of you: Will you
be the masters of these changes or its
victims?".

Spillover Stores
Joseph T. McDermott,
National Chalrman, NFBA, Albany.

“We have a mojor problem facing us
that is going to be another real chal-
lenge and, like all challenges, we can
conquer it and improve ourselves and
our organization. The problem can be
stated in two words: ‘Spillover Stores.’
The servicing of stores in your area,
supplied by a warehouse in another,
brings a problem which we must face.

“It reminds me of the ‘retaill mer-
chandising' problem which confronted
this group only a few short years ago.
This was labeled then, as the spillover
problem is labeled now, by a few as
unsolvable. Most of us know better, and
1 am certain that today’s problem in a
few short years will have the same his-
tory as the ‘‘etail merchandising' prob-

Mast

lem , . . that the NFBA broker will
emerge sironger than ever,”

Mr. McDermott went on to say, “This
problem must be talked over by the
individual brokers involved. This is not
something that your National Head-
quarters can solve with a simple for-
mula. The solution must be worked out

. at the locsl level between the brokers

themselves.

“In some instances the customer has
provided the information needed by the

“broker and principal for a solution.

Some have gone so far as to supply the

. principal with an IBM report showing

deliveries into certain territories, so
that the broker could be paid on that
basis. Our hats are off to them for their
excellent cooperation and to other firms
who are doing the same.

“We can only hope that cooperation
such as these buyers have offered will
be available from all customers, but
thia is doubtful. Therefore, it behooves
us to be open-minded and receptive to
a fair solution, worked out at the local
level,

Ethicsl Op=srations

“Now another subject that is of tre-
mendous importance to each one of
you: the subject of ethical operations.
Nowhere is there a better illustration of
the fact that the actions of a few
brokers can taint and bring criticism to
the entire Associntion.

“The NFBA Code of Ethics has long
been the standard of the industry. It
has been the code of ethical operations
for all of us. From time to time, your
Executive Committee has had to taoke
action against various members for
viclatlon of this Code. Through the
years there have bzen various com-
plaints handled — covering different
actlons. In each case your Executive
Committee has not hestitated {o act in
accordance with the obligations placed
upon it by the NFBA Constitution,

“The growth of the food broker and
the brokerage fraternity continues to
be exceptional, The potential for growth
in the future is almost unimaginable.
Improper action, however, can impair
our growth opportunities. Thls must
not be allowed to happen. I want to
assure you that your Executlve Com-
mittee does not intend to allow this to
happen, and at the request of its mem-
bers I am emphasizing this point. The
Executive Committee has an obligation
to each one of you, It intends to live up
to that obligation.

“NFBA Is commilted to the principle
of fair and ethical standards in the food

(Continued on page 16)
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There's a new excitement about spaghetti/The addition of
1.5% MyvaprLEX® Concentrated Glyceryl Monostearate to
the spaghetti you make keeps its appearance, flavor, and
texture just as inviting in the stcam table as when it comes
fresh out of boiling water at home, Food service managers
will want to serve it more often. You can look forward to a
broadening market,

MyvaprLEX Concentrate does not affect flavor, It meets
the requircments of U.S. Food and Drug Definitions and

Standards of Identity for Macaroni and Noodle Products,
as amended. Learn more about its advantages by getting in
touch with Distillation Products Indusiries, Rochester, N.Y,
14603, Sales offices: New York and Chicugo. West Coast
distributors: W. M. Gillies, Inc.

Distiblalion Products Industries
Is a divislon of Eastman Kodak Company
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Ethical Operations—
{Continued from page 14)
industry, The best contribution we can
make in this regard is to insure that the
food brokerage fraternity sets the ex-
ample. This we have done—this we in-
tend to continue, Today your principals
know that they can appoint NFBA food
brokers with the confidence that all
their dealings will reflect o high degree
of fairness and integrity.

“Thus, your Code is a living one—an
intimate part of your daily operations.
It is far more than a token allegiance
or a listing of high sounding phrases.
It is the brokerage fraternity itself—
alive, active, fair, and honest—setting
the example for all.”

Mr. McDermott also announced the
decision of NFBA's Executive Com-
mittee regarding the location of future
NFBA Conventions. Said Mr. McDer-
mott, "New York has agreed to give us
a long-term contract for the many fine
hotels we need. This runs through 1875.
On the other hand, we have the option
of a 26-month cut-off of this contract
at any time. I think you will agree that
this is an ideal arrangement.”

New Alliance for
Brokers and Supers
Robert B. Cullum, president,
Super Market Institute,

A new alllance for food brokers and
super market operators was outlined by
Roberi B. Cullum, Prerident of Super
Market Institute. Mr, Cullum, is Chair-
man of the Board of Tom Thumb
Stores, Inc,, Dallas. He sald:

“An important change is currently
taking place in the nature of the super
market business that is bringing to
light a closer kinship between super
market operators and food brokers than
has been fully appreciated before, It is
a kinship from which the retailers have
much to learn and brokers have much
to teach—and both stand to benefit
from the process.

“The change that is involved is the
retailer's shift away from thinking as
intensely about expansion as he did in
recent years in favor of increased atten-
tion to his existing stores—his position
as a local retailer, his role in the com-
munity, his Involvement with the mar-
ket he is serving. And this, of course,
has always been an area where brokers
have special knowledge — the local
scene.

“In the late '50s and very early '60s,
the super market industry was engaged
in very extensive expansion activity to
bring super market locations in line
with the population shifts that took
place throughout the '60s. And in that
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period, super markets drew much of
their net profits from the new stores
they bullt. But the store locations and
population are now pretty much in line
and the super market operators are
now concentrating on their existing
stores—in remodeling them, expanding
their parking facilities, making them
more efficient, and improving the qual-
ity of their advertising and merchan-
dising.

Closer Look at lhllhh

“Super markets are, in fact, no longer
the expansion-minded operators and
whirlwind promoters they may have
seemed to be a few years ago. Today
they're becoming settled into the rou-
tine of business in the local community
—looking more critically into their op-
eratlons as retailers and, through re-
search, into the nature of the commun-
ities they are depenciant on as a market.

Brokers, because of their traditional
concentration on the local scene, are in
a unique position to help the super
market operator in a number of spe-
cific areas—guiding the operators in
acquiring a deeper knowledge of the
local community, the media that is most
effective In the community, the prod-
uct preferences, the shopping hour
preferences, in fact all facels of the
market where research is able to teach
ihe super market oneralor how to be
more efficient in selling food and gro-
ceries to his customers.

“But helping super market operators
know their market bhetter is only one
way brokers can help the operators.
The other areas could perhaps be better
identified by an outline of some of the
critical problems confronting super
market operators today and how they
are going about solving them.

Closer Look at Operations

“T have mentioned that super market
operators are looking more closely at
their markets. They are also looking
much more closely at what goes on
within their own stores—at thelir buy-
ing practices, their merchandising
skills, their skills in retailing produce,
their store security, their losses from
error and damage, and particularly at
their labor costs. These factors are all
critical to the operators because of the
clementary mathematics of the busi-
ness today — mathematics that show
competition holding our average after-
taxes profits down to just over 1%
while most of our costs—merchandise

. for resale being the main of them—

cannot be reduced. The only costs re-
maining to work on are variable costs—
labor, overhead, ‘shrink, warehousing
costs, and the like.

“None of these costs can easily be re-
duced. It is taking considerable research

and innovation {o learn how to reduce
these expenditures, and that is the
course now being pursued by super
market operators, And it is the primary
current activity of Super Market Insti-
tute: Improving the technical skills of
super marketl operating personnel in
all job areas.”

improving Broker-
Principol Relationships

George G. Leary, vice-president,
Borden Foods Company.

Effective communication is the key
to improving broker-principal relation-
ships, George G. Leary, chairman of
Grocery Manufaclurers of America's
Broker Relations Commitiee told the
National Food Brokers Assoclation con-
vention.

“Food brokers have been mighty im. *

portant to me in my assoclation with
this great industry for over 30 years.
The company with which I am asso-
clated, in addition to operating a direct
selling organization, employs as its
front-line sales representatives, pretty
close to 1000 brokers,” Mr. Leary, who
is vice president of the Borden Foods
Company, said.

Workshop Bessions

As an example of effective broker-
principal communication, Mr, Leary
cited the series of joint workshop ses-
sions sponsored by GMA and NFBA
during the past several years.

“GMA’'s Broker Relations Committee
and NFBA's Merchandising Committee
have conducted several of these joint
workshop sess.ons with fine success.
Representatives from both committees
sat together at the conference table and
hammered out mutually agreed upon
Guide Lines on subjects of vital con-
cern to both brokers and manufacturers
In their day-to-day operations. Typical
subjects were discussed in depth and
conclusions published in booklet form
and widely distributed, subjects in-
cluded: marketing of new products;
manufacturer's fleld management; and
improving the effecliveness of presen-
tations to buyers," he noted.

“At future workshops, we want to in-
vite representatives from the trade,” he
added.

Guide Line Discussions

Mr. Leary suggested that manufac-
turers and brokers, on a local basis,
might well hold joint sessions where
the Guide Lines could be discussed,
“GMA meetings around the country
provide an excellent forum to commun-
jcate the substance and value of the
Guide Lines. Wherever marketing peo-
ple or sales forces get together there is

(Continued on page 19)
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Ventilation scheme and paste goods pas-
sage Inside the short cul goods Tr. 56
automatic dryer.




Particulars of the Pavan Tr. 56
dryer with crystal walls showing
different shapes and sizes of paste
goods while drying.

Broker-Principal Relations—
(Cottinued from page 16)

the opportunity to increase the aware-
ness and understanding of these Guide
Lines,” he said.

“Perhaps, coming out of all of this
fine work by the Merchandising Com-
mittee of NFBA and the GMA Broker
Relations Committee,” Mr. Leary sug-
gested, “is the beginning of a new and
helpful project. What I am suggesting
is that NFBA and GMA consider the
sponsorship for a program dedicated to
the training of salesmen. ! am nol pre-
pared to outline the details here, but 1
do propose that our two organizations
explore the iden—first to see if there is
general interest in it und second to de-
termine if it would be to our mutual
benefit. If so, then we could develop a
plan and propose its implementation.”

Noting the changes that have taken
place in the market place, Mr. Leary
said that the salesman of today faces a
market far different from that of only
a few years ago. The salesman of to-
morrow, he odded, with the growing
computerization of our industry and
the automation of distribution will con-
front a marketing picture far different
from today.

“All of the best und most experienced
salesmen in the food field have been
trained and recelved their degrees in
selling products. This is true of manu-
facturers' salesmen as well as brokers'
salesmen. The education is deep on sell-
ing products. The only time when a
food salesman is called upon today to
sell, is when o new item is introduced,”
he told the meeting.

“Some of our seasoned and successful
salesmen have shown definite weak-
nesses in the area of selling promotions
and modern merchandising, and some
younger men who have entered this
field when the emphasis was on promo-
tion and merchundising rather than on
product sale have become shining
lights.

Tromotion Specialists

“We are living in an era of speciali-
zation and the speciulization in the food
ficld today is in the area of engineering
full-scale promotions and executing
merchandising c¢fforts tailored to the
particular style und philosophy of the
account you are working with he
said.

“Practically the whole job that has 1o
be done todny s working up the deal
and promotional offer with cach indi-
vidual customer to get the maximum
performance su us to guarantee addi-
tional business and profit for both. We
might think of our combined and con-
mon efforts us a relay team with the
broker running the anchor leg and
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bringing the race to a successful finish.
“Twenty-five years ago all of the
emphasis was on the product sell into
the chain and wholesale warehouse.
Today, practically all of the emphusis
is on the sell through to the consumer
at the retail level. The real action is in
the area or retail selling, and in this
vital area many of us imanufucturers
and hrokers) are prone to look atl over-
all results without analyzing perform-
ances by individual sulesmen. Too often
the number of men is overemphasized.
In my judgment seven or vight well
organized and well supervised salesmen
will vutsell, out-merchandise und out-
perform ten men who are neither or-
ganized nor supervised,” he suid.

Individual Performance

*Most manufacturers who operate i
direct selling organization are  con-
stantly reviewing the efiiciency of their
manpower and evaluating their indi-
vidual sales and merchandising per-
formances. The key phrase in the fore-
going senlence is ‘individual sales and
merchandising  performances.”  How
many and how frequently are you bro-
kers doing the same? It is becoming
more and more essentinl that each
member of a selling organization con-
tribute his rightful share to the over-
all performances. The sales and mer-
chundising achievements of a group of
salesmen do not necessarily mean that
every salesman in the group is per-
forming as he should be.

1 can speak from experience thut in
some instances there is u shocking
varience in the quality of performuance
within o group of salesmen whose total
results appear to Le satisfactory. By re-
cording individud performance records
and making them available for full
view and comp arison by the entire sales
group, it is truly amazing how those on
the lower rungs of the ladder proceed
to improve the guality of their waork
and thereby upgrade the group’s total
performance. see o it that the basic
foundations of your selling organiza-
tion is strong, and il it is, you are well
on your way to be successful, Lo stay
successful in this exciting business of
ours,” he added.

Expansion in Europe

Bosmond S, Cracknell,
Food Brokers, Lud.

The rapid expansion of the foud
broker method of distribution through-
out Evrope was forecast by Desmond
5. Cracknell, Food Brokers Lid., Lon-
Jdon, England.

“Phere is absolutely no doubt in my

mird that the fuod broker method of
distrhution is one which has a tre-
mendueus future, not only in the United
Kingdom but in other parts of Europe
and. in fact, all over the civilized world
The cost savings which are obtained
through non-competing manufacturers
sharing an aggressive sales organizi-
tion must eventually bring down the
cost of puckaged food items. Anything,
therefore, which helps people to enjoy
a hetter standard of living must be of
preat benefit 1o humanity.

“The majur consumer gouds compan-
jes in the United Kingdom have grown
up over the past si1xly years or so bv
aperating their own solaried sales of
ganizations. Relatively large retail sale
orgunizations  have been required .
Great Britain due to the very high den-
sity of retail grocery stores. In fiwr,
with & population which is only a little
more than one-fourth of your popula-
tion. we still have more than 100,000
small independent grocery stores, which
1 believe are known in the US.A. as
“mammas and pappus.”

“By 1962, however, when we founded
Food Brokers Limited, the supermarket
ond of the trade was becoming well
established. Organizations such os Lob-
Jaw's from Canada, and your own Safe-
way, had entered the British grocery
trade, and the development of super-
market and self-service outlets  was
making gremt strides. In faet, a recent
survey shows that there are now more
than 1,700 supermarkets in the United
Kingdom, and these outlets, plus some
15,000 self-service outlets account for
approximately 407 of the United King-
dom grocery trade. It is also antici-
pated that by 1970 the supermarkets
and sell-service stores together will be
handling about 70 of the national
food trade.

“1 believe that the NFBA has shown
tremendous foresight in not only weld-
ing together the food broker industry
in the United States but in opening ils
doors to fosd brokers' companies such
ag mine from other parts of the world

“1 look forward to the day when
there will be hundreds of European
member companies of NFBA und, who
knows, in this day and age of modern
jet air travel, perhaps the NFBA Con-
vention might one day be held in Lon-
don or Paris. 1t has been said that one
of the surest ways of preserving world
peace is through international trade
There is no doubt that by becoming
worldwide orpganization, the NFBA s
playing an important part in helping to
remove the barriers of prejudice and
misunderstanding which still exist he-
tween nutions,”

—- - __..—-‘I
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| Cyclo-Mixer Extruder
with Twin Die Head for...

continuous mixing, kneading, ||
developing and extruding. |

NEW TYPE HIGH SPEED CYCLO-MIXER \

H
Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates diy i §
lumpe found in conventional mixer.

h

T

petines

NEW TYPE FLOUR FEED SYSTEM i
Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed. ) j ¥

(12t

NEW TYPE WATER FEED SYSTEM K

Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micrometer
adjustment with sight flow feed.

NEW TWIN HEAD DIE
Solid one piece head with two dies for slow extrusion with high production,
NEW CUTTING DEVICE SYSTEM

Independent direct motor drive to cutting shaft, Wide range of cutting speeds through electronic control.
Elimination of pulleys, belts and varidrive motors.

(
NEW TYPE SCREW FORCE FEEDER SYSTEM
Force feeder maintains constant feed of dough to screw under pressure,
NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINE_R
!:ligh production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
friction
20
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covered, stirring occasionally, until
tender. Drain in colander,

Melt butter and add conions, garlic
and beef. Cook over medium heat until
beef is browned, stirring occasionally.
Add macaroni and remalning ingredi-
ents. Mix well and heat to serving tem-
perature.

Producls of the macaroni family
seem to have a special contribution to
meals the year 'round—solving a differ-
ent kind.of problem for each season. In
Lent, which begins on the 23rd of this
month, they can be combined with fish
to provide substantial dishes for meat-
less meals. Bpaghetti with clam sauce 18
a popular dish, and there's always room
in the recipe file for one more way to
prepare it. The recipe given.here is
with tomato sauce.

Spaghetti and Tomato-Clam Sauce

(Makes B servings)

2 tablespoons salt

4 to 6 quarts bolling water

1 pound spaghetti

2 tablespoons butter or margarine

1 clove garlic, finely chopped

V4 cup chopped green pepper

1 jar (11%4 ounces) clams

2 cans (8 ounces each) tomato sauce

3 teaspoon celery salt

V& teaspoon pepper

Add 2 tablespoons salt to rapidly
bolling water. Gradually add spaghetti
s0 that water continues to boil. Cook,
uncovered, stirring occasionally until
tender, Drain In colander,

Meanwhile, melt butter; add garlic
and green pepper and cook over medl-
um heat 5 minutes. Drain clams; re-
serve Vi-cup clam liquor and edd to
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green pepper mixture along with clams,
tomato sauce, celery salt and pepper.
Cook over low heat, stirring occasion-
ally, 10 minutes. Serve tomato - clam
sauce with spaghetti.

Kiwanis Served Spaghetti

The San Juan Star carried a front
pe4e picture in their December 20 edi-
tion of Kiwanis Club President Sandy
Sanchez serving spugheitl to young
Francisco Garcia at a Kiwanis-spon-
scred Christmas party for youngsters at
the Deborah Children's Home in San

Mecarsal

Spoghotti and Tomete-Clam Seuce

Juan, Puerto Rico. Nearly 140 pounds
of spaghetti and over 1,000 meatballs
were prepared for the children and
adults who attended the party,

Golden Grain

Representative

Trinity Marketing Corporation, with
principal offices in New York, St. Louis
and Denver, has been appointed mili-
tary sales representative for Golden
Grain Macaroni Company, San Lean-
dro, Calif.

Paul DeDomenlco, national sales and
advertising manager of Golden Grain,
sald Trinity Marketing will sell the
Golden Grain line of Rice-A-Roni and
other convenlence food products to all
U.S. military commissaries east of Den-
ver, as well as In Europe, the Caribbean
and the Far East,

T'rinity will also represent D, Ghirar-
delli Chocolate Company, the Candy
Division of Golden Grain, in all U.S.
military commissaries east of Denver,
in the Caribbean, Europe and the Far
East. The Ghirardelli line includes
chocolate, instant cocoa, bar candy and
cooking and baking chocolate,

In addition, a complete line of Golden
Grain macaroni products and beans will
be sold to the armed forces by Trinity,
which has additional sales offices In
Ardmore, Pa.; Ossinlng, N.Y.; Novato,
Calif.; Gotzenhain, Germany, and QOahu,
Hawail.

Robert C. Hackett is president of
Trinity Marketing. Everttt H. Whit-
marsh is executive vice president and
John E. Keane js vice president.
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ADM durum products are milled by “old hands”
and new equipment. Recently, ADM doubled the |
capacity of its Nokomis mill, added new equipment ,
and triple protection against moisture.
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FOOD FOR THOUGHT

B. WEISS, a vice president of

Doyle, Dayne Bernbach, a New
York advertising agency makes bold
statements that provoke thinking. Re-
cently at a meeting of wholesalers and
food manufacturers at an Independent
Grocers Alliance meeting, he drew a
bold outline of the future when he sald
traditional self-service for food would
become as archaic as a high school
bookkeeper In this computerized age.
He also chaellenged his audlence to the
concept that food is a bargaln.

“You publicize statistics showing the
low percentage of income spent here
for food, compared with the higher per-
centages in other countries. This is sim-
ply statistical doodling. It does not en-
hance the integrity of this industry.

“I doubt that intelligent, sophisti-
cated families believe food is a bargain.
I strongly doubt that low-Income fami-
lies agree that food is a bargain."

Why should they? he asked, when re-
tailers have doubled their markup since
the days self-service began thirty years
ogo. In this period, he added, manufac-
turers’ allowances have doubled.

“There is a need for food retailing to
devise new techniques that will permit
profitable operation with a 14 to 16 per
cent (markup) on food,"” he sald.

“I can safely predict,” he sald, “that
those who sit on their big fat traditions
will ridicule those new low-margin in-
novations just as established food
chains ridlculed the early self-service
ploneers.”

Here are some of the predictions he
made:

Larger Units

1. The era of the small food whole-
saler is waning. More large wholesalers
as big as the largest today will emerge;
there will be more food wholesalers
merging.

Wholesalers, he contended, are pick-
ing up more of the burden of retailers,
and must, of necessily, demand a more
powerful capital position, management,
and plant, all of which come only with
size, :

The food wholesaler must lead the
technological revolution, including use
of the computer, automation, and “in-
stantaneous communications networks.
This, too, necessitates size."

2. Independents must now merge
faster than corporate chains. Up to now
they have only sought to become as
large, but now, he said, they must be-
come larger.

3. The computer’s capabilities make
it imperative that wholesalers must
win even more discretionary control
over affiliated retailers, tighter enforce-
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ment of group policies and management
recommendations.

4, Wholesalers will operate more re-
tail stores as owners. It is an Inevitable
step from store control to ownership.

Institutional Market

5. Not only will wholesalers aim at
the institutional market and have a
separate organization to develop volume
in this market, they will also put some
of their retail accounts Into this market.

Unions and Farmers Into Re'alliny

Mr, Welss posed the question of what
wholesalers will do when unions and
farmers move into food retailing.

“Several trade unions now operate
drug stores,” he stated. Moreover drugs
and health care are becoming fringe
benefits. Will food become a fringe
benefit?

*“The farmer is apparently poised for
a move into food retailing. Food is to
be processed on the farm, packaged on
the farm, moved into consumption
through farmer-owned stores.

“The farmer will prefer the voluntar-
fes to the corporate chain. You may
wind up with the farmer as a fran-
chised associate. And maybe labor
unlons, too."

Wholesalers Info Manufacturing

6. Wholesalers are moving into man-
ufacturing. “I have heard,” he sald,
“that five food wholesalers have been
planning a cooperatively-owned manu-
facturing company.”

A single corporate structure that will
embrace manufacturing, wholesaling,
and retalling—this is the newest diver-
sification trend and “jt will be the next
wave of corporate glantism.”

Controlled Brands

He prophesied that one-third to one-
half of total food volume will be in con-
trolled brands: that private label qual-
ity and price lines will move up; pack-
aging will Improve, and chains will
sharply reduce the number of private
label names.

Telephone-Catalog Shopping

An increase in telephone - catalog
shopping for food will come as women
continue to look upon food shopping as
a chore and as working women have
less time and desire to shop.

This, in turn, may lead to a new type
of electronic telephone-order warehouse
food store, he said. It will deliver and
offer credit. And it may emerge as a
new low-margin type of retailing.

There are several now existing, he
pointed out,

Speclalty Comeback

The specialty store is staging a come-
back, in such areas as the gourmet shop
and the bantam store. Food chains will
now include a variety of store types
from giant discount units to warehouse
stores and full-service, carriage-trade
outlets. Locations, too, will become
more diversified.

Merchandising by giveaway is slow-
ing down, he saild. Trading stamps will
continue to decline and games will
level off.

Food chains, he told wholesalers,
which originally catered to lower-in.
come groups must adjust to the higher-
income and more sophisticated shopper.

“Mass retalling,” he continued, “orig-
inally was concerned exclusively with
price. Now, it must learn how to mer-

T e s P

chandise both price and sophisticated

taste. Don't underrate this fundamental
change.”

Figzres For Sale

He cited a by-product of computer-
ized information—the product move-
ment index-based on weekly figures of
shipments of branded goods from ware-
houses to 1,300 stores, belng sold by
Kroger to grocery manufacturers.

This by-product of a computerized
inventory system is being sold at $160
a week for each product group.

New Chaln Concept

Mr. Weiss visualized new dimensions
to the chain concept and cited Elm
Farm Foods, Boston, which operates
leased departments in a supermarket
owned by Liberty Markets. This is not
a merger, he said, but simply a pooling
of talents, with each specializing in
particular areas.

Along the same lines, Grand Union
leases supermarkets in three Grand-
Way department stores to Winn-Dixie
stores. Arrangements for a Ben Frank-
lin variety department in a Grand
Union store also have been made; and
Ben Franklin, he believed, is working
with an IGA division in Canada,

Mr. Weiss called attention to what he
termed “scrambled food distribution,”
as food stores move into drug store
lines, but out drug units, and to one
IGA wholesaler opening drug units to
be operated by local druggists in co-
operation with a large drug wholesaler.

“Have you over-stayed some of the
original concepts of the founding fath-
ers?” he asked. “Will wholly-owned
drug subsidiaries become more com-
mon among food wholesalers?"
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A Proposed Program for Macaroni Products Promotion

by Beverly G. Anderson, Program Director
Sponsored by North Dakota State Wheot Commission,
National Macaroni Institute, Durum Wheat Institute.

1. DIMENBIONS OF THE MARKET

The food service Indusiry ranks
fourth in size among all industries in
the United States and its steady growth
continues. Since 1930 the annual vol-
ume has increased five times. For the
past five years the growth rate has been
{from three per cent to three and one-
half per cent every year. Dollar volume
in meal sales for 1964 was $10,364,000,-
000. Estimates now run as high as $25
billion.

Approximately 132 million meals are
served every day by the food service
industry; 70 nillion of these meals are
eaten In restaurants, Twenty-five per
cent of all food consumed in the United
Stales is eaten away from home. One
out of every four meals ealen in the
United States is prepared by commer-
cial food service operatior. I metro-
politan areas the average is ‘me meal
out of three. A vast and gio'wing mar-
ket, indeed.

“Eating out” is on the Increase,
meaning continual expansion and an
opportunity for greater sales to the food
service industry, Since the restaurant is
selling perishable products, competi-
tion is keen. But by the same token the
restauranteur is responsive to innova-
tions and ideas which will increase his
sales and bring repeat business to his
establishment. The fact that almost the
entire production of prime beel goes to
the restaurant industry illustiates the
point: The restaurant operator will buy
quality products when he realizes the
advantages of doing so.

The rise in the number of apariment
dwellers, in urban living, in population,
the decline in domestic service and the
growing number of women working—
all are faclors which send customers to
restaurants. Improved service, beiter
food and more pleasant attractive sur-
roundings also lead more persons to cat
away from home with greater fre-
quency.

In addition to 214,738 resturantis and
cafeterias there were nearly 330,000
other establishments in the food service
industry in 1964 (statistics cited are
from “The Volume Feeding Market—
an Analysis"): .
Public Restaurants, Cafeterias,

Bl seerriiasaiirnsanerene
Taverns serving meals ......

214,738
66,000

Drug stores, depariment stores 56,500
Grade Schools & High Schools 70,000
Colleges and Unlversities .... ~ 1,800

Baverly G, Andersen
Hospitals, Institutions ..,.... 11,545
Armed Forces (U, S. only) ... 2,345

Clubs (all types serving food) 25,000
Employee Feeding (Factorles,

[ 7 PVCRa $ et reniniid drpgi 8,000
Hotels serving meals ..,...,. 15,000
Motels serving meals ........ 4,100

Transportation, caterers, re-

liglous institutions ......... 42,275
U.8.0,, Salvation Army, etc. .

Food, the merchandise of the res-
taurant, has assumed a place in our
national economy second to no other
item. Nothing but good can result from
a program to increase sales in the hotel-
restaurant-institutional area. While the
food service industry growth has been
remarkable, macaroni salez to the In-
dustry have not kept pace.

It is our hope through 'the Hotel-
Restaurant-Institutional program joint-
ly sponsored by producers, processors
and end-product manufacturers, that
100 per cent durum products will equal
or exceed the rate of food service In-
dustry growth. Increased product use
should in turn lead to greater accept-
ance of macaroni products at home
since the restaurant area has time and
ogain proved itself a “sampling” mar.
ket. What people learn to like in res-
taurants they eat at home.

Restrictions of budget and time may
prevent the enactment of all of the

proposals in this tentative program, but
there are many opportunities which can
be listed for consideration.

II. APPROACH TO THE MARKET
A. Personal Representation:

Personal representation, demonstra-
tions and displays could be of great
value in acquainting the following
groups with the merits of 100 per cent
durum products, the Imporiance of
proper preparation, and new Ideas for

N, using the macaroni foods in quantity
“Jood operation:

1, Hotel, motel and restaurant con-
ventions and trade shows.
\ 2. Hospital administrator's and dle-
ticlan's conferences,

"\ 3. Training programs held for hos-

: pital kitchen supervisors.

4. Meelings of American School Food
Service Association.

\§. Statewide tralning meetings for
school lunchroom supervisors and

\ cooks.
.. \8. Colleges and Institutes training
food service personnel.

7. Trade schools and government pro-
grams involved in training men
and women for food service jobs.

B. Editorial Service:

Large quantity recipes, storles and
pictures could be designed for the
media serving the restaurant field and
released on schedules determined by
optimum use of such materials. Tha in-
fluential press serving the H.R.L field is
read with great interest. It includes:
1Hospital Management
‘Hospital Forum
Hospital Progress
Hospital Purchasing File
Hospitals
Hospital and School Feeding
Hospital Topics
Institutions Magazine
Journal of American Dietetic Associa-

tion
Mental Hospitals
The Modern Hospital
Nursing Home Administrator
N. H. A. Buying Guide
Professional Nursing Home
Restaurant Equipment Dealer
Southern Hospitals
Volume Feeding Management
American Holel Journal
Caterer and Hotel Proprietors Gazette
Catering
Club Executive

(Continued on page 30)
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PRODUCT ;

WHETHER YOU'RE MANUFACTURING LONG GOODS

€ = OR SHORT @@@.EGG

NooDLES [ F 7 ]OR OTHER SPECIALTY SHAPES,

ESINYOU'LL FINDY IS ALWAYS UNIFORM

seas

IN COLOR AND GRANULATION. :

BECAUSE OF

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

GROWING AREA.\merE CAN SUPPLY THE

FINEST DURUM /'WHEAT PRODUCTS AVAILABLE.

AND WE SHIP EVERY ORDER

PROMISED. BE SURE...SPECIFY {/

@9 AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn.—General Offices: St Paul 1, Minn,
THELEPHOUNE! Midway 8-8433
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H-R-l Program—
(Continued from page 28)

Club Management

Club Operations

Hospltality

Hotel Bulletin

Hotel Gazelte

Hotel Management Review

Hotel and Restaurant News

Innkeeping

Paclfic Northwest Hotel News

Resort Management

Food Service Magazine

Inplant Food Management

The Nation's Schools

Product Information for Schools 2.

Restaurants and Institutions
School Management

College and University Business
Modern Schools

N.E.A. Journal

The School Official's Buying Guide

C. The Education Route:

1. The Opportunity: In addition to the
present owner, management person-
nel and restaurant employees, the’
persons training for the food service
industry represent a primary target.
While there is educational resistance
to outright promotion, students and
trainces may be reached indirectly
through genuinely helpful teaching.
If the future owners, managers and
supervisory personnel of the indus-
try are acquainted with the merits of
macaroni products and are famillar
with proper cooking and serving
techniques, then the preference for
100 per cent durum products will be
established as a standard. To illus.
trate the educational opportunity:
o, In 10681 there were 228 schools

tralning personnel for the food
service industry.

b. In 1864 there were 6,959 persons
being trained in 187 programs un-
der the Manpower Development
Act.

¢. The Office of Economic Oppor-
tunity has five job corp center: in
operation where persons are being
trained for positions in the food
service indusiry. Figures are not
available as to the number pres-
ently being trained in these camps
but estimates run from 400 to G0O
persons.

d. The National Vocational Educa-
tion Acls provide funds to the
States and Territories on a match-
ing basis. Through these vocation- -
al programs 23,518 persons were
trained for the food service indus-
try in 1862 (the last year for which
slatistics were compiled).

e. Distributive education is a pro-
gram of vocational instruction in
merchandising and marketing. In

B

the past, these programs have
been limited by legislation to em-
ployed persons. The Vocational
Education Act of 18963 changed
this requirement. The 1963 figures
relate to employed persons. At
this time 30,332 persons employed
in eating places were enrolled in
distributive  education = courses.
Most enrolees were adults.

f. Additional training programs are

belng operated  through the
Y.MC.A, YW.CA, and various
youth group centers around the
country,

The Materials Themselves: All ma-
terials used in the HR.I, program
must be prepared to meet the chal-
lenge of the differences in education-
al level, verbal skills and language
comprehension of the persons em-
ployed in the food service industry.
Such materials, designed to combine
the best elements of education and
promotion, could: be expected to:

a. Stimulate increase in use of

durum-based macaroni products

in quantity food service by siress-

ing:

1) Baslc economies of 100 per
cent durum products.

2) Popularity and general ac-
ceptance.

3) Product values In extending
more expensive foods.

4) Longer serving life of 100 per
cent durum products,

5) Appetizing color of a durum
wheat pasta.

0) Excellent texiure of properly
cooked product.

7) Flavor advaninges when dur-

um is used.

Superior digestibility and sa-

tiety values of durum prod-

ucts.
9) Product's value as a low-cost
side dish.

10) Variety of available sizes and
shapes.

11) Versatility due to inter-
changeability of  product
forms.

12) Varlety of finished dishes and
wide latitude of macaroni
foods to fit any meal or type of
service as appetizers, entrees,
side dishes or desserts.

=

b. Offer product information on the

merits of 100 per cent durum ver-

sus non-durum products,

1) What “100 per cent Durum
Semolina” or “Semolina”
means.

2) How to judge quality in raw
product.

3) How a good product looks and
tastes afler cooking and han-
dling. (Standards of quality)

4) Nutritional advantages.

5) Calorie counting information.
(Attempt to change image as
a “fattening food")

. Present proper preparation proce-

dures, the ease and simplicity
with which the product can be
used by all types of food service
operations:

1) Use of rapidly bolling water,

2) Slow addition of the product.

3) No cover,

4) Specific proportions of water-
salt-product.

5) Stated quantities of raw prod.
uct,. per serving of prepared
product. !

6) Cooking time information for
various products,

7) Use of oll or fat to prevent
sticking during and after
cooking period.

8) Procedures for holding cooked
product on steam tables.

8) Procedures for holding cooked
product overnight.

10) Freezing procedures and pre-
cautions.

11) Us= of polyethelyne packag-
ing.

12) Mention of additives.

13) Procedures for deep-fat frying
of noodles,

, To illustrate the versatility of the

product in menu planning and
give viewers Incentive to practice
what has been learned:
1) Photographs of prepared en-
trees, appetizers, soups, salads
and dessertd prepared with dur-
um products.
2) Low-calorie  menus  built
around macaroni entrees.

3. Specific Tools:
a. Movie: 8 to 12 minutes in length,

full color and sound. Designed to
reach management level in any
type of food service operation and
to present itself as a tool by which
employees can be Instructed in
basic product information. The
movie will cover the story of the
product, purchasing procedures,
illustrations of the product's ver-
satllity and new ideas for. use.

. Filmstrip: A simple, step-by-step-

presentation of the “how to" pro-
cedures in preparation of the mac-
aronl products, The filmstrip
would be designed to supplement
the movie and wou'd be titled,
captioned, ete. in both Spanish
and English, The large number of
Cuban and Puerto Rican food
service workers who do not speak
English make this almost manda.
tory.
(Continued on page 32)
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to pouch }
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TRIANGLE

This unit Is buing used to package 6 oz. carlons of pudding
and ple filing and occupies an area of only 7* x 20/,

B Here is a new concept in packaging for any
product now using a lined carton, pouch, or en-
velope in a carton. It Is a marriage of two highly
production proven units—theTriangle Bag Machine
and the Clybourn continuous motion cartoner,
This Bag 'n Box unit handles up to king size
cartons, inserting one, two, or even more pouches.
Yet, the unitis so simple, changeover can be made

in less than 30 minutes. The low cost is equally
surprising for any one of the machine combina-
tions available for various products at production
rates of 50 to 300 per minute.

The Bag 'n Box packager is an exclusive devel-
opment of Triangle and Clybourn Machine Cor-
poration. To obtain further information about this
spacesaving, moneysaving machine, write to:

TRIANGLE PACKAGE MACHINERY COMPANY
86884 West Diversey Avenue + Chicago, lllinois 606356 +« Telephone (312) 888.0200
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H-R-| Program—
(Continued from page 32)

¢. Brochures:

1) To accompany the film. They
will “put in print” the basic
lessons of the film and film-
strip and supply recipes for
featured dishes. Suggestions for
varying the recines, nutritional
information and serving sug-
gestions will also be included.
Future brochures: Aimed at a
specific segment of the market
—school lunch, hospital, homes
for aged, etc.

d. Posters: Presenting picture
story of proper cooking-serving
procedures. Useable on school
bulletin boards or in food prepa-
ration centers.

D. Direct Mail:

The mailing of recipe cards featuring
durum products would also serve the
interests of those sponsoring the HR.L
program. Food service operators have
stated their preference for quantity
recipe cards, faced with photographs
(preferably in color) of the dish as it
would appear when served. The cards
would be mailed to persons responsible
for planning the menus in restaurants,
schools, hospitals and other instilutions
preparing food in large quantities.

E. Speclal Contests and Promotional

Projects:

From time to time, opportunities oc-
cur that might lead to HR.1. program
sponsorship, or participation in, con-
tests or special promotions. Such proj-
ects might well be tied-in with National
Macaroni Week or the durum harvest.
1. Recipe contests: The ideas submitted

by the entrants associated with the
food service industry might serve as
a source of recipes to be further de-
veloped in our test kitchens, used in
editorial service, direct mailing serv-
ice, or consolidated into a booklet
similar to “Economical Gourmet En-
trees.”

The publicity attendant on such a
contest and the publicity given the
contest winners would serve to make
the public more consclous of the 100
per cent durum macaroni products.

2, “Chef-of-the-Month” award featur-
ing a famous dining room. The chef
would recommend his favorite recipe
made with a macaroni product. With

n pleture of the chef, of the dining

room and of his culinary creations

used, he would gain prestige along
with his dining room. The results:

Upgrading the macaroni product

image. 7
3. A brochure of money-raising menus

for local organizations to use in

fund-ralsing programs. For example:

An Itallan dinner for a church sup-

per, a German dinner featuring

‘2

-

sauerbrauten and noodles, a Chinese
dinner with fried noodles, etc.
Reripes could be worked out with
menus and detail on food prepara-
tion, cooking schedules, table set-
tings, decorating, etc.

111. HOTEL-RESTAURANT.INSTITU-
TIONAL PROGRAM SERVICES

A. On a continuing basis:
1. Recipe development to serve:

8. Small restaurants and res-

taurant chains. In addition
to the recipe itsell, menn
suggestions with appetiz-
ing descriptions of each
dish (for possible use by
the . restauranteur on his
menu), weight watcher
dishes and calorie-counter
menu suggestions featur-
ing pastas.

b. Mass feeding operations
such as: Prisons, military
establishments,  vending
machine companies, trans-
portation food operations,
factory and university
cafeterias, In addition tn
the recipe itself, informa-
tion relative to the cost
per serving, preparation
time required, nutrients
supplied, possible ways of
varying the recioe and
menu suggestions could be
provided,

Schools recelving govern-
ment donated foods: Rec-
ipes developed to comblne
donated foods with maca-
roni  products. Simple
enough to appeal to the
cooks and to gain ready
acceptance from the
youngsters of various eth-
nic backgrounds and from
various parts of the coun-

c

try.
d. Institutions:
1) Hospitals: Prepare recipes and
menu suggestions for:
Soft dlets
Semi-soft diets
Bland diets
Progressive series diets (liquid
to regular)
Diabetic diets
Calorie restricted diets
Fat restricted diets
Calclum restricled diets
Proteln - potassium restricted
diets
Sodlum restricled diets
Gluten-gliadin restricted diets
Purine restricted diets
Dry diets
Kosher diets
Pediatric dlets
Phenylalanine restricted diets
Galactose-free diets

2) Homes for the aged: A growing
market since projections of
population growth indicate that
by 1880 there will be 24 million
people 85 years of age or older.

3) Orphanages: Again—there is a
constant Increase in our na-
tional birthrate with a propor-
tionate increase in the number
of younisters who are “un-
adoptable,” Those children who
are not in foster homes are in
boarding schools or orphanages
and remain there until they
are 17 years of age. Recipes for
these institutions would be
planned to have special appeal
to children with emphasis on
nutritional values at low cost.

4) Religlous institutions and the
Salvation Army prepare and
serve a good deal of food o
members of their various
groups as well as to school
children, indigents, and other
segments of society, Reripes
for these groups would siress
ease of preparation and would
cater to dietary laws of the
various religions.

0. On a Special Projec! of Occasional
Basis:
1. School Lunch:

a. Continue attempt to secure ac-
ceptance of durum wheat prod-
ucts (supplemented with a
small amount of complete pro-
tein food) as meeting the re-
quirements for Type A School
Lunch.

b, Prepare demonstrations to be
given at training sessions for
school lunch coonks. Most s'ates
have tralning sessions foi the
women who do the cooking in
schools. Macaroni products
would be used in combination
with the government donated
foods and seasonal foods in
surplus supply.

1V. BASIC CONCEPTS OF PRODUCT

PRESENTATION

Much of the public remains unaware
of the quality attributes of durum wheat
products. In fact, many do not know
that macaroni foods are products of
wheat. There is no reason to belleve
that the restaurant indusiry is better
informed. The H.R.I. program will pre-
sent durum facts to food purchasers and
speciallsts in the fleld. The facts and
advantages include!

1. Popularily and ready acceptance

by:

—persons of all ages

—persons of diverse ethnic back-

grounds

—people from all income groups
(Continued on page 34)
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lormon?- Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter VMP-3

¥ élermonl Su
junction wit

High Speed Noodle Cutter, Type NA-4 working in con-
the ‘51\“’-3 for continuous Il]('g‘ﬁns. per !ln:l':l.' 2&:.?:::::

FOR THE SUPERIOR IN NOODLE MACHINES
IT's ALL WAYS (Clormont!

Machine can be purchased with attachment for producing
short cut macaroni.

TAILOR-MADE FOR THE NOODLE TRADE
Available with or without vacuum process

H Two speed motor affords flexibility for 1600 Ibs. or 1000
OPQC“’V ronge 1bs. per hour or any two lesser outputs can be arranged.

Qrge screw for slow extrution for better quality,
ngineered for simplicity of operation,

UQQEd Construction to withstand heavy duty, round-the-clock usage.

controls, Automatic proportioning of water with flour,
I\I QtChleSS Temperature control for water chamber,

( ) nl one plece housing. Easy to remove screw, easy to clean,
Y No separation between screw chamber and head.
eW|y designed die gives smooth, silky-finish, uniform sheet.

BN otolly i o o o st
n requirements.
? (/ 266-276 Wallabout Street,
,ézmoaz' M’Q op’ffl’.{{’.’ff 5 Brooklyn 6, New York, N.Y., U.S.A,
' J

Telephone—FEVergreen 7-7540
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Cost advantage:

—Low initial cost of quality prod-
ucts. The 100 per cent durum
product increases cost of indi-
vidual serving only slightly, but
pays dividends in a superlor dish
with better cooking - keeping
qualities.

—As an extender when used with
expen«'s ¢ protein foods.

—Little waste as it can be quickly
cooked to order. When it is pre-
pared shead only the amount
immediately required need be
utilized and the remaining prod-
uct can be served in a wide
variety of other ways.

Versatilily:

—Avnuilable in over 170 different
riapes.

.~Variable by simply changing the
sauces and seasonings used with
it.

—Amenable to cooking in quantity
and holding for use as needed.
—Useable in a variety of ways
within our meal patterns: As an

ingredient in:
Appetizers
Casseroles
Side dishes
Soups
Salads
Desserts

~—Freezable when in combination
with sauces.

. Convenlence:

—Always ready for immediate use,

—Easily prepared.

Cooking Advantages:

—Short preparation time. All
products cook in less than 15
minutes.

—100 per cent durum products hold
their shape.

—Do not require rinsing and extra
handling.

Storage:

—Not perishable

—Compact

Not fragile,

. Flavor:

—Nutty, wheaty taste in them-
selves.

—Bland carriers of other flavors.

Nutritional Advantages:

The durum wheat producis are nu-

turtious in themselves and doubly

so when combined with other nat-

ural Aavor-mates. They contain

varying amounts of: v

—Thiamine, or Vitamin Bl—essen-
tlal to growth, good appetite,
healthy nerves and as an aid in
digestion of food.

—Riboflavin, another B vitamin—
essential for growth, clear skin
and good vision.
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—Niacin, a third member of B- -
Complex family — essential for
utilization of protein by the
body, clear skin, good digestion
and a healthy nervous system.

—Iron—combines with protein to
form hemiglobin.

—Proteln—used in building and
repair of body tissues.

—Calcium—used in building bones
and teeth,

—Calories—for warmth and en-
ergy.

V. ORGANIZATION REQUIRED FOR
THE PROGRAM
A. Test Kitchen:

To prepare recipes for the HR.L pro-
gram, it will be necessary to maintain a
testing facility for recipe development.
1t would be advisable to install equip-
ment similar to that used in the indus-

try.
B. A Specialist:

The additio= ~f a person to the test
kitchen staff wn. ‘a8 37" actual insti-
tutional experience wou... facilitate the
testing of the recipes and of the other
information which would be distributed
on a continuing basis.

C. A Library Facility:

The latest texts, references and cook-
books designed for work with foods in
quantity would be necessary additions
to the Institute Library,

D, Clerical Needs:

A cross-reference file on the resource
materials applicable to our program
should be established. This would fa-
cilitate staying abreast of new develop-
ments in the industry and with the
techniques being used in the marketing
nf related products.

E. Mailing Lists:

Lists of publications to be contacted
with each type of release, noting fre-
quency of publication, deadline dates
and pertinent information to facilitate
the utilization of the educational ma-
terials we prepare.

F. Photographlc Service:

Photography should possibly be done
on a realistic inctitutional basis: For
example:

1. For school lunch releases the food
should be photographed on school
lunch trays, with typical culinary
equipment.

2, For hospital releases—photographs
on hospital s=rving trays.

3. For materials olmed at the restau-
ranteur, photographs should be of
a complete place-setting with the
plate filled as it would be when
serving macaroni products in an
eating establishment.

V1. EXPECTED RESULTS

An Increase in the use of 100 per cent
durum products in the hotel-restaurant-
Institutional market may be antlci-
pated. The program would:

o ———— e e e

1. Teach the proper preparation of
the product, thus making it more
palatable and appealing to the
general public, creating greater
customer satisfaction and encour-
aging repeat restaurant business.

2. Provide recipes of merit that stim-

ulate greater use of the macaroni

foods in all areas of the food serv-
fce industry.

Supply menu ideas which would

provoke domestic imitation—stim-

ulating the consumer as well as
the restaurant macket.

4. Change the image of mesaroni
producss either as fattening foods
or “poor folk" foods.

5, Place rmphasis on the nutritional

aspects «. the product particularly

in the school lunch program and
hospital food service areas.

Promote use of macaroni products

as. economical substitutes for (or

alternate cholces for) rice and po-
tatoes on the menus.

7. Enlarge the market by developing
new ways 1o use the products in
American eating patterns.

8.

Literoture Available

“Economical Gourmet Entrees,” pro-
duced by the Durum Growers Associa-
tion, Durum Wheat Institute and Na-
tional Macaroni Institute in coopera-
tion with the National Restaurant As-
soclation, is a cross-country selection of
twenty-five outstanding recipes from
famous eating places,

The booklet can be opened to the
recipe desired; aligned with holes at
the top of the page and fastened with
a paper clip, it can be hung on a hook
or used on the counter. It has columns
for ingredients, welght, measure or
count and method. In addition, there is
space for notes on “adjustment to your
needs” and “your cost” Of real help
to the restauranteur are “Tips from the
Notebook of Experience.”

Compiled by Alberta M. MacFar-
lane, Food Consultant, Chicago, the
booklet retails for one dollar, is avail-
able in quantities at fAifty cents each.

Place your order with the Durum
Wheat Institute, 309 W. Jackson Blvd,,
Chicago, Ill. 60604,

Reprint Offered

“Macaroni Money-Makers on Your
Menu" is a reprint from the Macaroni
Journal. It carries the script for the
National Restaurant Association Dem-
onstration Clinic by the Durum Wheat
Institute presented to delegates at the
Restaurant Show last year. It is avail-
able in limited quantities for the asking
from the National Macaronl Institute,
P.O. Box 338, Palatine, Ill. 60067,

THE MACARONI JOURNAL

From Finish Dryer to the Storage Bins continuously around the
clock,

The System delivers to thres packaging lines from three different
Bins, simultaneously (automatically on demand).

Complete Engineering, design and layout service

installation service.

Contact our main office for information. Call or write:

FEBRUARY, 1966

ASEECO'S AUTOMATED

CUT GOODS STORAGE and DELIVERY SYSTEM

Closes the GAP between Dryers and Packaging!
Do you still fill portable bins?
Get overfilling and breakage?
Waste valuable floor space?
Push around bins trying to find the right one?
Use Fresh product ahead of old?
Lose time at packaging waiting for bins?
Depend on the “human element’ with its nor-

mal errors and Costs?

YES }

Eliminate all these outmoded methods. Eliminate
these bottle-necks with:

ASEECO CUT GOODS STORAGE
& DELIVERY SYSTEM

Reczives from 1 to 3 dryers simultaneously into
any pre-selected bin!

Special Spiral Chutes prevent breakage.

Discharges from any pre-selected bin inlo any
number of packaging machines at the same time.

Storage bins of a size and capacity to meet the
individual plants requirements.

Designed to fit the physical limits of YOUR
plant.
FULLY AUTOMATICALLY CONTROLLED
ASEECO Systems aie (ried and proved.
Clear up the congestion on your floor.
Let us show you how an ASEECO system will
fit into your plant.

There is no obligation!

Automated
Systems &
Equipmen!
! Engineering

1830 W. OLYMPIC BLVD. TEL. 213 DU 5.8091
LOS ANGELES, CALIF. 90006
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D Arlen and his wife, Helen, spent

a plensant week-end at the home

of friends in Connecticut. On their re-

turn, Helen dashed off a warm note to

their hosts, thanking them for their

hospitality, and telling them how much
they enjoyed the visit.

Ed, an electronic equipment sales-
man, read the letter, nodded his ap-
proval, and was about to turn back to
his newspaper when a thought struck
him. Helen's message was a thoughtful
gesture and one which their hosts
would no doubt appreciate. Perhaps
they would be invited back sometime.
“Maybe,” Ed mused, “there is a lesson
here for me in my business. “I should
maintain contact with my customers
after the interview."

The next week Ed began a regular
practice of correspondence with his
customers, particularly after getting an
order, Sometimes it was just a brief
thank-you note; other times, a full-
length letter. The idea was a good one.
Sales picked up, and his relationship
with customers became closer. The lat-
ter appreciated the letters.

Thirty Minutes a Day

Many salesmen believe that their re-
lationship with the buyer ends with the
order or the interview. Actually, it's
only the start. If you want the initial
contact to grow and develop, you must
do something about it. Between - call
activity is important in raising earnings.

You should allocate at least thirty
minutes a day to writing letters to your

customers. 1 don't mean normal busi- *

ness correspondence but friendly in-
formal notes. Tell them how much you
enjoyed their courlesy on your recent
call. Let them know you look forward
to seeing them again,
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SMOOTH

SELLING®

by George N. Kahn

THE UNEXPECTED LETTER

This is No. 17 of 24 sales training articles.

Send the letters whether you are
home or on the road. If you're travel-
ling, the public stenographer at your
hotel can handle the matter for you. Or
you might mail your handwritten copy
to your home office and let them take
care of it. Whatever the inconvenience
or expense, it's worth it.

Some salesmen carry around a small
dictaphone for just this purpose. They
now manufacture tape recorders the
size of a pack of cigarettes.

Another means of winning the loyal-
ty of customers is the information let-
ter. This type of missive employs the
same friendly, chatty tone as the afore-
mentioned letter, but it also contains
facts or data useful to the buyer. It
may be something you read in the pa-
per or picked up from industry sources.
It could be good news or bad, but it
is of interest to your customer.

One salesman, Joe Finley, wriles a
news leiter to his customers. This Is the
kind of service for which they would
have to pay a professional organiza-
tion. Joe doesn't have the time for In-
dividual communications, but his mim-
cographed coples are greatly appreci-
ated—and antlcipated.

Said Joe: “This@takes time, and I
even have to get some help from our
office staff, but it's more than worth it.
My customers tell me how much they
look forward to these letters. They
show their appreclation in other ways,
too. My sales have almost doubled since
1 siarted this service.”

Joe must resort to multiple coples,
but try to avold form leiters if you can.
Nothing can quite replace an individual
message, Think how you treat the form
letters you receive.

Tips For the Buyer

You can also be helpful to the buyer
by giving him suggestions and ideas for
the improvement of his business or
welfare, If you are a service salesman,
for example, you might make a regular
analysis of a customer'= position and

send it to him. This will enable him to
make any needed adjustments in his
investment or insurance program.

Or suppose you work with retail
dealers. You might spot bright mer-
chandising ideas in another town and
pass along the tip to your customers.
You might see an unusual display of
wading pools in Grand Rapids and send
the information (perhaps with a snap-
shot) to your customer in Terre Haute,

At times, the correspondence can be
purely personal. A buyer has told you
he likes a certain kind of cigar he finds
difficult to get these days. A few days
later you discover the brand in another
town. You send him a box of the cigars
along with a note telling him where he
can buy them regularly,

A friend of mine, Ernle Shires, was
once in a casual discussion with a cus-
tomer about colleges. It seems the buy-
er was looking for a good small college
for his son. About a month later, Ernie
was in an Ohlo community which had
a small college. He took an afternoon
off and went out and investigated the
school. He looked into its scholastic
standing, facilities, tuition, extra-cur-
ricular activties and living accommo-
datlons, p

Ernle concluded that it was an ideal
place for his customers boy and
promptly wrote the father a leiter
about it. The son did matriculate at the
college and was delighted with it. The
customer was grateful beyond words.
In fact, he chose action instead of words
to express his gratitude. He began buy-
ing exclusively from Ernie. In addition,
word of Ernle’'s thoughtfulness got
around, and he was soon a favorite
throughout his territory. The cost of all
this was three hours of his time.

The letter answers the question of
what you can do for the customer,

Prospecting by Mail

A five-cent stamp could get you a
$50,000 customer. Prospecting is a vital
(Continued on page 88)
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“GOOD AS GOLD"”

When it comes to Extrusion Dies that are guaranteed for
Extruded Results, Quality, Workmanship, and Service —
Maldari Dies are “Good as Gold!", . . . and you don't
have to dig for them . . . just call us.

D. MaLbart & Sons. InC.

S\,
X ..Q, 337 THIRD AVE. BROOKLYN, N.Y., US.A. 11215

America’s Largest Macaronl Die Makers Since 1903 - With Management Continvously Relained In Same Family

FEBRUARY, 1966 37




T ——— ey

The Unexpected Letter—
(Continued from page 36)

job for a salesman and a demanding
one, A workable shortcut is worth
thinking about.

This could be an “ice breaker” letter
to a prospect before your call. Make the
note short and cordial. I've used this
approach many times and always found
that it smoothed the way for me. In
most cases the buyer thanked me for
the notice of my arrival. It gave him a
chance to make room for me on his
schedule. A letter, or even a post ar
inevitably glves a salesman a leg up
into what is usualy a tough situation—
a cold call.

Polish Your Style

Good letter writing is an art. The
more you write them, the more your
style will improve. Strive for personal
words like “you,” “I,"” and “we." Avold,
if you can, the stilled type of business
letter, Be relaxed and informal. Keep
your sentence and paragraphs short.
Get to the point quickly without side-
tracking. Shun flowery or elegant
phrases. Write in an easy, conversa-
tional style.

If your handwriting is hard to de-
clpher (and that is true of a lot of us),
make sure your leiters are typed. A
portable typewriter is a handy piece of
baggage on a sales trip.

There are a number of books on let-
ter writing that will help you. You
might also study the letters of fellow-
salesmen with reputations for turning
out good ones. There are some who are
maslers of this art.

You should also keep a flle of the
first-rate lelters you receive. Ask your-
self what was good about the letter.
What held your interest? Why didn't
you throw it away as you did the
others? Pay special atiention to the
opening paragraph. The success or fail-
ure of a letier often rests with the lead-
ing statement, A letter that begins: “Do
you want to triple your battery sales in
the next six months?” stands a belter
chance of being read than one that
leads off like this: “If one makes an
analysis of battery sales in the years
1850 through 1064, he will find ., ."

Don't throw a complex mass of fig-
ures ol the reader, especially at the
beginning of the letter. In fact, be spar-
ing of figures throughouit the message.
A lot of numbers quickly create bore-
dom—and doom for your letter. Some
executives won't read more than a.
three-paragraph letter. So try and boil
down what you have to say. Work on
this. Bat out a practice letter and then
see how much you can cut out of it and
still leave its basic meaning. In short,
chop out the dead wood.
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Most letters say too much. Even the
friendly “thank-you" notes should not
ramble on.

Reminder of You

Buyers see a lot of salesmen in the
course of a month. Yours is a face that
may be quickly forgotten unless you
keep reminding the customer of your
existence. The fact that you got an
order is not a guarantee that it will be
repeated on your next call, Your getting
the business may have been a bit of
luck or the result of circumstance.
Don't walk out feeling you have a cus-
tomer all wrapped up because you
closed a deal.

Keep your personality In his mind by
frequent communications. Send him let-
ters, reminders, maliling pieces—any-
thing that carries your namg -nnd your
company’s name.

Len Clarke, one of the blggelt pro-
ducers in the petroleum industry, esti-
mates that he writes 300 letters a year
to his customers. “I hardly let a day go
by without writing at least one,” he
said. “It's a great help to my sales, and
what's more I enjoy doing it.”

Some company sales training pro-
grams teach proper letter writing. The
leader of one of these courses said to
me: “Almost any salesman has sense
enough to write a Christmas or anni-
versary card to a customer. A lot of
them, however, don't think in terms of
regular correspondence to make them-
selves better known and liked among
buyers. We conslder this so important
that we issue a manual on letter writ-
ing and give assignments on it during
the sales training program.”

He also told me that some trainees
exhibit poor grammar and spelling. If
that's your trouble, beiter brush up
fast. Poor penmanship may be forgiven
but not bad English. A salesman today
must be able to speak and wrile cor-
rectly. There are aids to help you over-
come this handicap. An English text or
grammar book can be bought at any
bookstore. Also, a number of schools
and colleges offer adult courses in Eng-
lish and composition. A few dollars
spent on such tralning will never be
regretied.

Well, we've gone around the track on
the subject of letter writing. Do you
maoke customers through your corre-
spondence? Try this quiz and see. A
score of seven “yes" answers indicates
you are using your epistolary skills to
good advantage,

Yes No
1. Do you usually write a let-
ter of thanks to a customer
who has given you an
order? —_——

Yeos

2. Do you often send your
customers bits of informa-
tion they can use?

3. Are your letters readable
in terms of penmanship or
type?

4. Do you praciice letter writ-
ing to perfect your style?

5. Are your letters wrillen in
a warm, friendly style?

6. Are they brief and to the

point? 3

Can you say that each of

your customers has heard

from you by letter at least
once in the past three
months?

8. Are you on the lockout for
tips or Ideas that you
might send to your custom-
ers?

9, Do you prospect by mail?

10. Are your letters paying
off?

7

{Copyright 1984—George N, Kahn)
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REPRINTS FOR
YOUR SALESMEN

7. Closing Tha Sale
5 Hew To Sel Up An Inlerview

15. The Automaled Salesman
18, Samples Can't Talk

17, The Unexpecied Letier
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Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Phone 246-2101 .
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DOUGHRBOY INDUSTRIES. INC.

SINCE 1036
NEW RICHMOND, WIS, L]
Craftsmen in Plastics — Packaging Machinery — Farm Feeds — Electronics — Printing

Quality Since 1856

Products.

JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

Consulting and Analytical Chemists, apecializing
in all mattera involving the examination, produc-
tion and labeling of Macaroni, Noodle and Egg

1—Vitamins and Minerals Enrichment Assays.

2—Egg Solids and Coler Score in Eggs, Yolks and
oodles.

3—Semolina and Flcur Anelysis.

4—Rodent and Insect Infestation Investigations,
Microscopic Analyses.

S—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director

156 Chambers Street
New York 7, N.Y.

Read the JOURNAL
every month for

News of the macaroni field
at home and abroad.

Technological developments
in manufacture & packaging.

Articles on sales training
and product promotion,

Advertising of bona fide
suppliers to the industry.

Twelve monthly issues $5.00;
Add $1.50 for foreign postage.

the
P.O. Box 336, Palatine, lllinois 60067
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WAY BACK WHEN

40 Years Ago

® The Bureau of Chemistry ruled that
weolored” macaroni products would be
prohibited under the Federal Food and
Drug's Act as of April 1.

® An industry delegation appeared in
Washington for tentative definitions and
standards for macaroni products. Among
the suggestions submitted for consider-
ation: that the use of the words “pastes”
or “alimentary pastes” be discontinued
in connection with the macaronl and
noodle business as detrimental to its
best interests; that sll macaronl and
noodle products be packed properly in
a sanitary manner; that the general
definition more clearly explain the
meaning of the terms “gemolina” and
“farina”; that the term “farinaceous
constituents” be made more clear to
include in this classification only wheat,
e Industry Notes: The Crescent Maca-
ronl and Cracker Company of Daven-
port, Iowa did more than a million dol-
lars worth of business in 1925, an in-
crease of over 20 per cent from the
previous year. International Macaroni
Moulds Company moved to larger
quarters on Third Avenue in Brooklyn,
A St. Louls macaroni company collector
was robbed of $430 while looking after
business of his company in Minneapo-
lis. The Greater Lynn Women's Club
(some 65 strong) inspected the Prince
Macaroni manufacturing plant  in
Boston.

30 Years Ago

e Quality is an asset — cheapness a
liability.

e Business was bad, 5o many problems
were discussed at the Mid-Year Con-
ference, including what to do about
poor quality producis on the market,
the extensive use of coloring agents,
process tax refunds, slack-filled pack-
age regulations, rackets and shake-
downs, §

® Belt tightening extended to Associa-
tion services. It was noted that non-
supporting manufacturers and allies
have been permitied to attend all meet-
ings and conferences and to make use
of any knowledge gained from these
forums; the Association has been free
in giving both {nformation and servicg
to many who should be paying for such
services in the form of s:pporting dues.
Directors declared: “We will continue
to do our utmost in promoting the gen-
eral weifare of the macaroni industry
in this country, but our primary duty is

40

to our members, to those whose dues
enable us to carry on.”

20 Years Ago

® The semolina situation was serious—
it looked like darl: days and gray maca-
roni unless the planting of durum
wheat was increased. Despite produc-
tion of more than 32,000,000 bushels
and a carryover exceeding 4,000,000
bushels, the increased millgrind for do-
mestic consumption and exports was
running supplies short. Durum millers
enlisted the support of the Northwest
Crop Improvement Association in re-
questing the U, 8. Production and Mar-
keting Administration to establish crop
goals of & minimum of 3,000,000 acres
for durum,

e A well-attended conference of maca-
roni manufacturers and suppliers was
held at Seaview Country Club, Abse-
con, New Jersey. On the agenda was a
discussion of the durum situation; the
consideration of various phases of price
cellings and subsidies by officials from
the Office of Price Administration; the
durum millers' product promotional
program; voluntary efforts of th: Na-
tional Macaroni Institute; descriptive
labeling; and a report on slack-filled
packaging. A

10 Years Ago

® The macaroni industry had had to
fight to hold its own in 1955 in the face
of raw material problems and increas-
ing competition from imported maca-
roni and plentiful domestic foods, but
manufacturers were optimistic for pros-
pects in 1956.

® The U, 8. Chamber of Commerce had
prepared a report on “People, Products
and Progress—1875." Among their pre-
dictions: A variety of nutritious foods
at lower cost; less walting in food cen-
ters with electronic eyes computing
prices on all items; cities with fewer
problems; schools on larger sites with
more outdoor work and play areas;
faster public transportation; more com-
fort everywhere.

® There was lots of Lenten advertising
for macaroni and cheese. The Kraft
Kitchenr were advertising five ways to
fix macssonl with different cheese com-
binations. The Carnation Company was
promotiig a new three-minute way to
make smoother cheese sauce to blend
in with macaronl combinations. The
American Dairy Assoclation advertised
“This all-time favorite at its best with
plenty of cheese.”

CLASSIFIED
ADVERTIHING RATES
Display Advertising . Rotes en Appliceton
Wont Ads ..o T8 Conta por line
Minimum $1.00
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Heinz Hits Highs

Consolidated sales and earnings of
H. J. Heinz Company established new
record highs during the six-month fiscal
period ending in October.

Ore-1da earned $336,819 on sales of
$9,722,526, a decline from earnings of
$583,205 on sales of $9,436,380 during
the comparable period last year. Com-
menting on these results, Mr. H. J.
Heinz II sald that the earnings drop
was principally the result of declining
potato and potato product prices in the
wake of significant price rises during
the summer and of the usual start-up
costs involved in opening a new produc-
tion facility. Ore-Ida which has plants
in Ontario, Oregon, and Burley, Idaho,
recently opened a major frozen potato
processing plant at Greenville, Michi.

gan.

Mr, Heinz said that the company's
U, 8. tomato pack during the recent
harvest season was the biggest in the
company's 87-year history, exceeding
by more than 13 per cent last year's
record pack. He pointed out, however,
that prices on some Heinz products,
notably tomato and pickle varieties,
have been ralsed ulightly to partially
oftset higher prices that the company
paid for its raw products. Increased
prices paid contract growers, he said,
resulted from a shortage of farm labor,
particularly in California and Michi-
gan, after Congress failed to renew
legislation permitting entry of foreign
farm labor.
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DISPLAYS

NO

ONE

CAN
PACKAGE

A PRODUCT

LIKE MOTHER
NATURE

But since macaroni doesn't come in pea pods, try the next
best thing and ask USPL to show you how smart, modern,
multi-color folding cartons can add more merchandising
power to your products. We can't compete with Mother
Nature, but we do have design ideas that prove your pack-
age can sell as well as surround your product. We have five
plants located strategically around the country to meet your
delivery requirements. And we have the finest in lithog-
raphy, letterpress and gravure,

Call USPL for help ory your next packaging problem. We
have offices in 21 citﬁr}.oast-io-coast and one is near you.

UNITED STATES PRINTING AND LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORA'AON
EXECUTIVE OFFICE: NEW YORK 17, NEW YORK

Offices: Atlanta * Ballimore * Beverly Hills * Boslon * Chi .
land * Dallas * Delroit * Louisville * Milwauk n"M ol mn:i“"m: ek
Philadelphia * Pitisburgh * Partland * smuﬂe.:lc;“nln:\ l;g.o{ll?‘-_ﬂgz I:I!Ili‘l -o‘ll“u'lis‘:

FOLDING CARTONS = TABELS = WRAPS
POSTERS « ADVERTISING MATERIALS
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M At International it is the end result of the
efforts of many people—grain buyers,
rescarch chemists, laboratory technicians,
master millers, marketing management—all
determined to provide you with durum
products of uncompromising quality.

It is pride of workmanship by experienced
craltsmen,

It is the best available durum wheat—tested,

refined and milled into durum products of
uniformly finc quality—shipment
after shipment.

It is modern plants and milling equipment,
operated and maintained at optimum
performance.

It is knowlecdgeable management at your
“eservice . . . 100%.

Quality is International’s durum products.

DURUM 4

DURUM DIVISION W

General Offices: Minneapolis, Minnesota 55415
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